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SEW UP 
YOUR VALENTINE TRIM 


with 
SCHACK'S TAILOR-MADE DECORATIVES AND DISPLAYS 


Write for Complete Brochure of Valentine's Day Decorations 


... and be sure to see SCHACK'S complete Early Spring, Tropical and Valentine Line when your SCHACK 
representative is in your city this month and next. (SCHACK'’S will not show its Spring Lines at the NADI 
Market Week in New York this December.) 


A 
athiths INCORPORATED 2516 W. ARMITAGE AVE. CHICAGO 47, ILL. 



















DISPLAY CIRCULATION IS THE LOWEST COST MEDIA PER THOUSAND PEOPLE WHO SEE AND READ 
AND 





IT HELPS ALL OTHER CONSUMER GOODS ADVERTISING TO BE MORE EFFECTIVE 
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It ... you received any brand name product display 
from us in 1958 that you did not use, please write me 


...to tell me why it could not be used. 


This will be considered a personal favor... but most 
of all it should benefit the entire display profession 


and industry ...as well as retailing. 


We have designed and produced 197,580 good dis- 
plays this year, 1958. We want to do better next year. 


We sincerely believe 97% or more of our displays 


were wanted and effectively used. 


We thank you for your interest and cooperation. 





President 


P. S. Please also tell us the displays you received from us in 1958 that you liked best...and why. Thanks 
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W. L. STENSGAARD AND ASSOCIATES, INC. 


346 N. JUSTINE STREET, CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation...Decoration... Display... Exhibits 
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CONTENTS 


SPRING on Displaymen's Minds as “Market Week Niles 

Display in Russia: A Talented Youngster By John E. felons 
Display Fantasy in Magic Manhattan By Clara Baldwin 

By H. O. Wheels 

By Robert M. Heilbron 
By Dick Jachim . 
Chicago Salutes Opera Season By Richard Day 


NOSTALGIA: Lit Brothers Celebrates Old Fashioned Anniversary 
By Estella Lanoi 


lf Winter Comes . . . Can Cottons Be Far Behind? 
Display . . . On and Off the Record 

Seven Deadly Fallacies of Sameness in P-O-P 
Selling Travel With Display 


VOLUME 73 NUMBER 6 


Dispiay in the San Joaquin Valley 
Ideas by Heilbron 
Nothing Monotonous in Los Angeles Displays 


By L. J. Fidler 


By Jim Kiley 


Practical Display Suggestions for Every hive 
Fandel’s African Holiday . . . 


Dark Continent in Pastels 


SPACE AGE .. . Jacobson's Displays Future Man's Wardrobe 


By Jack Clinton 
She's 13 Stories High in Springtime Work By Leonore Brundige . 
Display . . . Here and There , ; 
Entertain First, Educate Second . . . Key to Successful Exhibitions 


WANTED: Better Display Training for New Apprentices 
By Russell Shaw 


Second Story Work... By Dwaine S. Meek 
NADI Newsgram By Gabriel Valenti 
Display Backgrounds Harmonize With Vertical Architecture 


First Hand 


Swelldom Promotes Fashions With International Flavor 
Reminiscing , : : 
Display Parade By Al Couch 
October Medal to Burke 


Trade Personalities By Al Couch 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI 1, 


THE COVER 


Odell McWhorter, display director for 
Hughes & Hatcher, Detroit, was re- 
sponsible for placing this fashionably 
dressed mannequin atop the rear fuse- 
lage of the KLM Dutch Airlines plane 
for a trip above the clouds . . . Not 
only will this window sell the featured 
Lilli Ann dresses, but it suggests one 
should wear their dresses to Holland 
aboard—no, not on top—a KLM plane. 


& 
OUR NEXT ISSUE 


Readers can look forward to the an- 
nual Displays On Review in the January 
issue . . . Featured will be the favorite 
displays of 100 of the world's leading 
displaymen . . . May Company's new 
Cleveland, Ohio, store, which is a 
shopping center in itself, will be toured 

. In addition, there are other helpful 
articles and sketches in store . . . in 
the mail December 20. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 
Homer Guck, 175 Fifth Avenue, New 
York City 10. Phone GRamercy 3-3737. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone STanley 7-7556. 


& 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


a 
Member 


MW) 


National 
Association of 
Display Industries 


iui! 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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of the newest and best in store display. 


Be sure to be here during NADI Market Week, 
December 7 through 11 





— Spring Ls just around 


/ 


the corner «ae 


at our showrooms 


e 36 west 37th street 


| NEW YORK MARKET WEEK | 
DECEMBER 7th THROUGH IIth 























Our 39th spring presentation captures 
the bright, new SPIRIT of DISPLAY, 1959 


featuring — 








uw fashion-color interpretations 
w= exciting decorative themes 


yw new beauty in display props 
and merchandise units 


@ exhibited ONLY in OUR OWN 
SHOWROOMS on 37th street 


W. UU a Ae your visits — 
you UU i glad you came / 











Se) tue L.J. CHARROT COMPANY, INC. 
Bh Lecepnets » Mamufacliners— MnTiriciat FLowens 


36-38 WEST 37TH STREET 
NEW YORK 18, N. Y. ART DISPLAY STUDIOS 
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One Stop e e e for your sign needs 









SIGN MACHINES ... The Line-O-Scribe comes 
in 4 sizes and 8 models, using standard metal and 
wood type, prints any cuts or half tones. 


CARDBOARD .... All colors, 6-ply coated 2 sides 
and 14-ply finished one side. Best quality, sheared 
to all wanted sizes . . . Scroll paper, too, in 5 colors. 


INKS .. . Fast-Dri inks that come in every color, 
special shades mixed to match any sample. Dry in 
9 to 10 minutes. Do not set on type or rollers if 
left on, can be easily cleaned anytime. 


CLEANERS ... Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 
that remove any ink and keep skin soft. 


TOPPERS and IMPRINTED BLANKS .. . for 
sales and special events, speed up signing for sales 
and give your merchandise the extra-value appeal. 


CUTS and DESIGNS... Attract attention. sell 


extra merchandise . . . for special promotions, 
Mother’s Day, Dollar Days, Christmas, etc. 


TYPE... All the standard styles and sizes plus . . . 
exclusive studio lettering, Beaufonte, Bellaire and 
Beaux-Art type in display sizes. 
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SIGN MACHINES 
and supplies 
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SIGN EASEL and SCROLL HOLDERS... in all 
brass, come in a range of sizes to handle all the 
sizes normally used. 


CARD HOLDERS .. . Conventional chrome 
finishes with flat or round bases in the full range 
of sizes. 


REQUISITION FORMS... that show your people 
how to write good sign copy, controlled by layout 
and lineage, design based on research and copy- 
righted. 


SALES and SERVICE ... Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 


faster and better. 


Write for New Catalog M59 on 
Line-O-Scribe sign machines 


and supplies. 





Sig SJ RA OA Co HIN 


4510 N. RAVENSWOOD AVE. CHICAGO 40 
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MANNEQUINS or MODELS 


for FINEST DETAIL 


Scale Model: Lincoln Square Center 
for Performing Arts, New York City 


—Modeled by Tero 


evo, . eS 155 WEST 23rd ST. 
New York II, N. Y. 
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THANK YOU! 


FOR MAKING THIS THE BEST YEAR IN THE 





HISTORY OF BLISS DISPLAY CORPORATION 


Emile Alline 
Joe Apolinsky 
Ed Bair 
Michael Balough 
Syl Barnes 
Arthur Beaudry 
Sel Belden 

Pete Berta 
Escher Bettis 
Irving Blum 

L. Boniface 
John Boulware 
Frannie Boyd 
Clem Bradley 
Scott Brewster 
Jimmy Burnside 
Robert Bussey 
J. T. Canale 
Henry Caputo 
Herman Carson 
Hans Carstens 
Jack Chord 
Jack Clarke 
Jack Clifford 
Tom Comerford 
Sy Connelly 
Jimmy Cook 
Elwood Coombs 
Cogswell Cromwell 
J. A. Dawn 
Jimmy DeCesare 
Adrian Delsman 
Milo DeOrio 
Bill Dick 

Mel Draizen 

Ed Drake 

Mike Drock 
Leona Dudley 
Don Earle 
Frank Early 
Charlie Ellis 
Rusty Fellows 
Charles Ferrick 


Harold Fisher 


Vaughan Fletcher 
John Foley 

W. I. Ford 

J. T. Fortin 
Jim Foster 
Herman Ganter 
Art Gault 

Hank Gluckman 
Sid Goldberg 
Ralph Gollahon 
Ronnie Gordon 
Joe Grawzis 
Arthur Gray 
John Greene 
Roy Gutzmer 
John Hans 
Glenn Harrod 
Harold Hawkins 
Anton Heller 
Bill Hepplewhite 
Herman Herchenroether 
Maynard Hicks 
Joseph Hie 

Ken Hildreth 
Jimmy Hines 
Margaret Hobbs 
Herb Holway 
Billy Isaaes 
Andy Jackson 
Carl James 
John James 

Art Janikas 
Bob Kenney 

W. Kingaard 
Joe Kreis 

John Krochmal 
Walter Krysto 
Bodo Kurgas 
Judd Landon 
King Laney 

Al Lanza 

Einar Larson 


Bill Lawing 


Charles Lenhart 
Marshall Lindner 
Jimmy Love 
Sam Mahl 

Paul Martin 

Ray Martin 

J. H. Matthews 
Emily Mauger 
Lester Melnicove 
Charlie Merrill 
Joe Michaelis 

J. Miles 

Jim Mitchell 
Bill Mixon 

Rex Montgomery 
Bob Moorhead 
Harold Morais 
Henry Moses 
W. R. Murray 
Bob McCorkle 
Orville McCray 
Bill McDowell 
Frank McInerney 
Joe McKenzie 
Emil Nelson 
Tom Novy 

W. O. O'Brien 
Howard Oehler 
Ed Osterland 
Bud Overby 
George Payne 
Bob Peterson 
Tom Phillips 
Dudley Pope 
Jim Powers 
Jack Prior 


Ray Putnam 


Mildred Quarture 


Frank Ratchford 
Bill Ratcliffe 
Emil Ramm 
Homer Richards 
Arthur Rioux 


We look forward to seeing you at the 1958 
SPRING MARKET WEEK ... DEC. 7-11... N. Y. C. 


Room 325, Trade Show Bldg. or at our plant in L.L.C. 


Ted Roberts 
Jack Sarnoff 
Jerry Saterlee 
Tom Schenkel 
George Schlosser 
Howard Schneider 
Ray Schoenman 
Jim Schreiffels 
Norman Scott, Jr. 
Homer Sharpe 
Joe Simmen 
Jerry Sorenson 
Tom Soyars 

Gil Squarey 
Jules Steinberg 
W. A. Stinnett 
Russell Straw 

Al Surasky 
Maurice Swander 
John Tesorero 
Tom Thedford 
Alex Thom 

Bob Troy 
Charlie Turner 
A. Van Hollander 
Joe Vent 

Frank Vermilye 
Lou Vilimas 
Wesley Vincent 
Larry Vollmer 
Dur Weaver 

Jim Weir 

Paul Wertz 

Lou White 

J. Wiegel 

Louis AV ilcox 
Ray Williams 
Karl Wise 

Al Wright 

Art Wright 

loe Wright 

Bob Yasanchek 
Fred Yost 


BLISS DISPLAY CORPORATION 


37-21 32nd 


DECEMBER, 1958 





STREET, LONG ISLAND CITY 1, N. 


EX. 2-3890 
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New 


Ecco DICPLAYS 22 


only at our own showrooms 


1200 BROADWAY 


open daily including saturday and sunday 


during market week 





Brunn & Bertheim 


refreshments limousine service 
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plain and fancy 


The ultimate in 


good taste 
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10 JONES STREET 
NEW YORK 14, N. Y. 










where the newest is great 





and the greatest is new! 


for IG3G 
@ RESORT 
@ VALENTINE 


@ SPRING 
@ EASTER 


You are cordially invited to enjoy 
the restful atmosphere of our showrooms 


at ALLIED DISPLAY MATERIALS, inc. 
241 West 23rd Street, New York 11, N.Y. 
Ay (Between 7th and 8th Avenues) 
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Beauti(lex 


DECORATIVE PANELS 








GO RIGHT AHEAD, MISTER! Well “back up” your 
display with the very best in the business . .. BEAUTIFLEX 
Background Panels. 






It wasn't an easy job but we ve come up with a brand new 





bundle of fantasy and fashion to stimulate sales as never 





before. What's more, these panels can be used time and 





again without losing their freshness and appeal. 





So PALS WS Sey, 
Ry, MBean 


It took a million dollar machine almost a city block 
long with an electronic communication system to turn 
the trick but the difference certainly shows IN THE 
PRODUCT AND IN THE PRICE! We're just proud as 
punch to be able to offer these big 8 ft. by 38 in. pleated 
panels in red, white or black. They're beautifully screen 
printed in Metallic Gold, White, Gold/White, and White, 
Green combinations and packaged 3 per carton. Shipping 
weight is 16 lbs. 


Solid Color Panels: Red. White 

Oe GE ko va ss Chek ee ee 3 for $9. 95 | ——— 

Panels with 1 2: 95 PHO Vertics 
a ee es eee 3 for 
“Ming Tree” in Green and White 

on Red or Black Background...... .: 3 for $14. 95 
“Spaceorama’ in Metallic Gold and 

White on Red or Black Background. .3 for 14.95 


IN ORDERING, PLEASE SPECIFY: 
1. Background Color 
2. Design 


4 Design Color 















See them all on display (Space No. 206) 
At the New York Spring Market Week... 
December 7-11. 







Write Today For Free Brochure! 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 
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Add any height you desire to your window or 
in-store showing of quality merchandise. Light- 
weight. versatile Weldbloks of top grade Douglas 


NEW WALNUT WELDBLOK 


Richly grained walnut finish provides a 
perfect base for displaying fashion mer 


‘e . ° . . nHrovos 4) qd *O 
Fir veneer are economical and have a_ beautiful, eaemees Gr Ciapay preps. neteily com 
structed yet light in weight, new Walnut 


easy-to-clean finish. Merely apply an _ original 


Weldblok measures 10 in. by 10 in. by 


12 in. and weighs approximately 5 Ibs 

coating of wax, then wipe occasionally with a damp a side is 5/16 in. thick. 7.95 

. Lac ove 
cloth. A variety of sizes is available in Walnut, 

Oak and White. BULL STATUETTES 
Handsomely detailed bull statuettes por 
tray the real-life ruggedness down to the 
last, rippling muscle. Artistically fashioned 
in ceramics, wood finish body is topped with 
white, shiny horns Avatlable n brow1 
black. Please specity 
No. BP-L-12- Head Up. Siz 00" 

in. high. Each $9. BD 


; 
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RATTAN COLLAR TOP 
No. HH-5765—Extremely light 
weight and flexible. Made of 


NECK CAP WITH FINIAL natural colored, interwoven 


wicker straw that holds its 





No. HH-J—Add a touch of luxury to shape indefinitely. Suitable 
vour men’s coat forms. Oval neck cap for use in displaying casual! 
is highly-polished brass with orna- sportswear for both men and 
mental finial atop mesh-type base. Size women's apparel. Overall 
l0 in. high with diameter at base of length approximately 8 in. 


+ eae 4% 1m. 6. 00 gee g Soagaagey $4.50 


h 








No. BP-L-7—Head Down. Size : - 
x0. B igh Eacl As $9.95 





WELDBLOK TRIANGLES 


No. WT-58—Top grade Douglas Fir venee: 
wall units Available in white onl) (ruts 
n. nside dimension 10% 11 

by I iT 


Pe | ete $2 23.7 ‘ 5 


WELDBLOK PLATEAUS 


No. WP-58—Same construction as above 
but available in white or black 
Overall size 30 in. by 12 in. by 5 i: 
White finish. Each $16.75 
Black finish. Each $18.50 
Overall size 24 in. by 10 in. by 5 1 
White finish. Each $15.85 
Black finish. rach 





Que ae) it a we ~~ a 

Walnut Weldbloks Oak Weldbicks 
SxS8&x 4 Sx S8& x 16 pos Sf 7x7x14 
Sx&& x8 8x8 x 2 7RI2R 7, mia Be 
Sx & x 12 7x7x10 7x7x2l 


Per set ot $43 50 Per set of 
5 pieces Jed ¢ 


pieces 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. 


1958 
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Weldbloks—For Dignified Display and Merchandising Effects! 
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No. 800—Venetian Paneling—24" x 48" 
White $3.90 ea., Gold on White $4.90 ea. 
Gold or Black on White $5.90 ea. 
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No. 850—New Orleans Mural 
—24" x 36" 
Silver or Gold $24.40 ea. 


No. 870—Mountain Scene—30" x 50° 
Silver or Gold $23.95 


% Washable 
% Fire Resistant 


DECORATIVES 


Exclusive with 


MAHARAM 


Panels and plaques made of 
vinyl plastics . . . ideal for 
all types of display and 
interior decorating. These 
panels have a richness of 
natural-textured beauty fit- 
ting a variety of displays. 
Put the glamour of these 
panels to work for you and 
No. 840—Egyptian Plaque turn window traffic into 
—18"x 24" store sales. 


Silver or Gold $15.80 ea. 
Sand $17.20 ec. Contact your local jobber 


NOW or write direct to 
MAHARAM., 


ei 





No. 810—French Iron Scroll 
—21" x 37" 
White $2.75 ea. 
Black or Gold on White $3.90 ea. 


No. 820—Artec Calendar 
—40 in. dia. 

White $25.40 ea. 
Bronze or Silver $34.80 ea. 


? No. 860—Harbor Scene—24" x 36" 
; Silver or Gold $24.40 ea. 
No. 835—Sacrifice Plaque 
—16" x 18" 
Silver or Gold $11.50 ea. 





% Grease and Stain 
Resistant 


% Can Be Painted 
% Easy to Apply to Any 


The House of Service 
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No. 830—Pharaoh Head | : 


2:2 Shommmones G2en © Banen. —8" x 10" 


— 


Silver or Gold $4.70 ea. 


NEW YORK: 130 West 46th Street @ CHICAGO: 412-20 N. Orleans St. @ LOS ANGELES: 1113 So. Los Angeles Street 


DISPLAY WORLD 














Arts and Flowers Displays 
Room 409-410 
N. Y¥. Trade Show Bidg. 


December 7-11 





The Nation’s Foremost Stores 
use Arts and Flowers =" 


America’s top stores — some internationally renowned —look 
to Arts and Flowers Dis plays as a favorite window and 
interior display source. These stores are famous for the 
creative, imaginative, and timely qualities so essential to 
effective display. The individual display departments 
these fine stores deserve much praise. But, in making their 
display dreams come true, Arts and Flowers Displays would 
like to take a bow. 





An Arts and Flowers Display at 


BONWIT TELLER 


An Arts and Flowers Display oat 


LORD and TAYLOR 





“ARTS and FLOWERS DISPLAYS, Inc. 
43 West 56th Street, New York 19, N. Y. 


*Registered U. S. Patent Office 











DECEMBER, 





1958 











Market Week's most spectacular variety of individually created displays . . . in the 
largest display showrooms in the country. We have the widest variety of distinctive 
creations in wood, papier mache and plaster available . . . creations which 
inspire prize winning displays. You are cordially invited to inspect this exhibit. 


VISIT US 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street, New York 11,N. Y. e CHelsea 3-3540 
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NADI MARKET WEEK 








































































DECORATIVE x 
PLANT CORP. . 
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Yatural Creations, Duc. 


MANUFACTURERS and DESIGNERS 
WINDOWS — INTERIOR & EXTERIOR DISPLAYS 


announce the opening of two beautiful new Showrooms devoted entirely to display 
items of our own manufacture as well as complete lines of backgrounds, fixtures, 
display furniture and supplies. 


We invite you to visit us. We are conveniently located just a 1% mile from the 
State Line exit of the Garden State Pkwy, with direct connections to the New York 
State Thruway, New Jersey Turnpike and Massachusetts Turnpike. 





SPRING VALLEY 
{EA 


See our Spring Line both at ~ - @ 


Spring Market Week ADDLE f STATE une 


EXIT 


New York Trade Show NATURAL 3 ot 


Building att Wile) T >. 


and at our Showrooms at 


East Saddle River Road 
Upper Saddle River, N. J. 


Phones 
DAvis 7-2260 
N. Y. Ext. BRyant 9-5023 


Le Zen d 


{46 U.S. HIGHWAYS 

— 

17) STATE HIGHWAYS 

mm} N.J. TURNPIKE EXIT NO. 

1} N.Y. STATE THRUWAY EXIT NO. 


GARDEN STATE PARKWAY NOS. 


ENTRANCE ENTRANCE Exit 
& Exit ONLY ONLY 


133 160 "155 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color ne, 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 


Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 

Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 

Metal Sheets 

Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 

Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—Tickets 
Price Ticket Holders 








bons 
Sale Banners 
Screens, Display 
Show Card Colors 
Show Cards 
Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 


Wigs 

Window Lighting 

[} De you wish a copy of their catalogue? 
[}) De you plan to remodel your store soon? 
“} De you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 
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ZARIA DISPLAYS e 434 SIXTH AVENUE e NEW YORK 11, N. Y. 
ROOM 424 e TRADE SHOW BUILDING 
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“I’m using Upson Board everywhere 
Interiors, windows, and siding. 


Upson board is light for any size 


panels—-makes them easy to handle, 


lends itself well for any imaginable 


designed cutout.”’ 


LOUIS VILIMAS 

Display Director 

The H & S Pogue Company 
Cincinnati, Ohio 


THE VPSON COMPANY, 


by Louis Vilimos, The HeS Pog 


Cintimnad 





~ Upson Disploy Boards 


812 


1/10” Easy Curve; 3/16” and 1/4” Upson and 5/16” Upson Striated Panels, 


all in conventional fiber board sizes. 


Also 3/8” for interior and exierior use—sizes up to 8’ x 20’ 


VPSOM POINT, 


LOCcK PORT, 
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Tempered Perforated Weytex* gives this unit a solid display backing for fixtures plus a pleasing decorative effect. 










You get design flexibility and construction 
stability with WEYTEX* HARDBOARDS 


These display builders are using Weytex ...a better hardboard. Here 






Choose from these 














WEYTEX is an all-purpose panel material tested and proved for use in all types 
HARDBOARD types: of interior and exterior display and sign applications. Weytex hard- 
STANDARD boards combine all of the features you want. 
TEMPERED 
PERFORATED Panels are easy to handle and adapt to practically any size or shape. 


| } You can bend Weytex to short radii without cracking. It saws cleanly 
' ES = and fastens firmly with nails, staples, screws or glue. Satin smooth 
3/16", 1/4", 5/16" Weytex surfaces finish beautifully with excellent “holdout” and possess 


inherent toughness that resists marring and denting. 
Sizes: 
4 it. x “pope 16 tt. Specify Standard Weytex for interior displays and cut-outs; 


Tempered Weytex for exterior signs and mock-ups; Perforated Weytex 
(in either type) for decorative or utility use with hangers or brackets. 
There is a Weytex type and thickness for your every requirement. 


WEYERHAEUSER 


WEYTEX 


HARD BOA R D Us:xrm. nes. 


For further information, write: SILVATEK, Weyerhaeuser Timber Company, Tacoma, Washington 


A WEYERHAEUSER 


Silvatek 
PROODUCT 
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No Foolin’ — Austen has a hatful of tricks this spring. An 
Easter Bunny popping into the air is not the only magic he can 
produce! He welcomes you to his performances daily during 
NADI Market Week from 9 AM to 6 PM in his showrooms only at 


astern Display tne., 133 west 19th sheet, New Yark Cily 


(limousine service to and from Trade Show Building) 





Now you can make your own Busybeads Tapestries with a minimum of effort. LAVERNE offers snap- 
together beads in ready-to-use strands. Any simple sketch becomes an exciting impressive display 
ground. Your clever display can be used again and again — the beads are indestructible. They can 
also be converted into entirely new display panels to answer any need. 


Write for the free bead color samples and plan your first Busybead display. You'll find it just what 
you've been wishing for—a wonderful, new, clean, easy display medium for working out your ideas. 


All colors in strands at 45¢ per yard. 91 strands in close formation equal 1 square yard. 


busybeads 


*Laverne offers ready-to-hang Busybead tapestries and will design to your specifications 
LAVERNE 160 East 57th St. New York 22 + Plaza 9-5455 
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From our new collection: 


No. 3132 


PARCHIS!I SCREEN 


... Open walnut diamonds 
interlaced with brass rods 
form a strikingly different 
pattern in one of our newest 
Decorator's Screens . . . each 


panel 30” x 96”... See our 


entire new line including 

our “Return to Elegance’ 
displayers for Spring 

1959 ... Rooms #341 - 343 
SPRING MARKET WEEK. 
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Gat ail Be ton 
SPRING 


MARKET | have had many years of experience with trade associa- 
: tions, trade shows and market weeks and | know their 


importance and value. | therefore believe my observations 


iM) - mond Message 


deserve your serious attention. 


. The most successful trade groups are those who 


enjoy a strong united spirit and loyalty. 


. The successful groups turn out in large numbers at 


their scheduled events, such as market weeks. 


. They actively participate and cooperate in all trade 


7 


activities, including commercial, educational and 


social phases. 


| am confident that your attendance at NADI Spring 


Market Week, December 7 to |! 1, will greatly benefit you and 


| 
| 


your company. It will be a great show, all under one roof, in 
our large, modern and convenient exposition building. 


It is my pleasure to welcome you again. 


fanz te) Ge 


President 


NEW YORK ie ds 


TRADE SHOW BUILDING 
DECEMBER 500 Eighth Avenue at 35th Street 


7-1] New York 18, N. Y. 
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NEW YORK TRADE SHOW BLDG. 
35th Street and Eighth Ave., N.Y.C. 
DECEMBER 7th thru I Ith 


ALL UNDER ONE ROOF ... 

the newest in displays 

from the nation’s leading manufacturers 
plus the opportunity to see 

New York’s famed Christmas windows .. . 


PLAN NOW TO ATTEND 


ADMISSION FREE 


| ational 


Association of 


p is play 


ndustries 


HOTEL NEW YORKER 
NEW YORK CITY, N., Y, 





Papua Lighting Units 


ankle oe ape 


Universally Adjustable Recessed 


EL “GYRO-LITE” Fe 


ADJUSTMENT 








Recto peal pith 


MODERN | Wes d. SHADE LINES HUNDREDS OF OTHER 


++#*'*MIDGET"’ ADJUSTABLE SWIVELIER 
LIGHTING UNITS 
AND ACCESSORIES 


Each with over 20 different sige — for outlet box 
or raceway attachment, portables, screw-ins, clamp-ons, etc. 
All completely wired and ready to install. 





+ 


+**CATALINA"’ LAMPS 


#Up to 150-W R-40 
or PAR-38 


Hew R3e | swivelier 
Standard OMPANY, IN 





SALES OFFICE: 
30 IRVING PL., N. Y. 3, N. Y. 


Factory: Nanuet, New York 











These smartly designed corrugated prints lend unlimited decorative possibilities 
for beautiful Spring displays. Printed in fade resistant colors for longer lasting 
economical trim, Reyburn’s Spring prints ease the job of the busy displayman. 


Your dealer will be happy to show you the entire line of Reyburn's Display 
materials for the Spring and Summer season. 


THE REYBURN MANUFACTURING CO., INC. 
ROYERSFORD, PA. PHILADELPHIA 32, PA. 
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For Smart Buyers... 


SPRING SALES of CALART flowers begin right after Christmas! Place 
your initial Spring order now for the finest in flowers, plastic fruit, fern, and 


foliage from the most complete house in the field — CALART! 





Write for the name of your nearest CALART representative who will be 
glad to help you make up your basic stock Spring order NOW! 


MmCALIFORNIA 
WAI ARTIFICIAL FLOWER CO. 


400 RESERVOIR AVE., PROVIDENCE, R. I. 
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I was quite a bit perturbed at the replies received from 
displaymen with reference to my comment last month on the neglect of 
display dramatization of the hard merchandise lines and other 
merchandise specialties. One in particular, and I trust the attitude 
is not general, was to the effect that why should a displayman 
voluntarily take on additional responsibilities and duties when his 
services have been undervalued and his compensation, in most cases, is 
less than a semi-skilled factory worker? 

This is indeed a negative approach to the subject and definitely 
contrary to my own background and philosophy of life. I'm still old- 
fashioned enough to believe that one's satisfaction in life comes from 
work well done; that each day's pay should be well earned. I grew up in 
an era where the employe valued his position, nursed it and endeavored to 
give all that was in him to the particular tasks assigned to him. It 
was an era in which one did the little extras that made one stand apart 
from his fellow worker and that must finally win the favor of his 


employer; this being reflected in greater compensation and advancement 
to greater responsibilities. 


The thought did not prevail that one should measure his daily 
output by the amount of his pay. The often heard statement today, "lI 
only do what I get paid for," is just the kind of thinking that can 
stifle a person's ambitions and handcuff him to his present station in 
the economic scheme of things. It is the person who can give fully of 
his abilities who will finally deserve advancement. It is that little 


extra output that must in the long run win recognition and more dollars 
in the pay envelope. 


The good situations in display, and unfortunately there are not 
too many of them, did not basically exist; they were developed by 
displaymen of vision and industry, by men who made display their life's 
work and had a determination to make this honored calling one that would 
yield a respectable reward for services that merited such consideration. 


I honestly believe that the members of the display profession 
need to take inventory of themselves; for a little soul-searching and 


self-analysis can bring to light many weaknesses that have retarded 
display's advancement in the field of retailing. 


And now, as we approach the NADI Spring Market Week, many of you 
who have not planned to go or feel that you cannot get your store's 
consent to doso, please make another try to convince management that the 
modest cost involved is indeed a profitable investment for the store 


itself. Then, if you get the "go" sign, be sure to respect the 
responsibility that you carry and make the most of your visit. 


When you come to New York and view the display offerings of 
nearly 100 display houses, a reservoir of display ideas is placed 
before you that can only yield a fresher outlook on the display 
requirements of your own store. All of this must be reflected in an 
improvement in your display presentations, producing more store traffic 
and greater sales. (Please turn to page 76) 









PUSH BUTTON 


SIGNING IS HERE... 


THE ELECTRO-MATIC by 


Prin 


Printasign ELECTRO-MATIC—by work- 
ing with tab stops and push buttons— 
enables every store to have better signing 
that sells, quicker signing at less cost! The 
Printasign ELECTRO-MATIC is so fool- 
proof in operation, so simple to sign with, 

















: IF You NEED MULTIPLES... YOUR ANSWER Is 
Printasign’s New SIGN DUPLICATOR 


in sizes up to full sheet 








* Lowest Cost Method of Multiple Signing 
* Automatic Paper Thickness Compensator 


Adjusts Impression Roller to Correct Height 





tasign 


that—under normal operating conditions 
—with untrained personnel—the new 
Printasign ELECTRO-MATIC’s full 
automation will increase sign production 
50 to 75% ! Use coupon to receive informa- 
tion and demonstration without cost. 


Reynolds Printasign Co. 
9830 San Fernando Road 
Pacoima, California 


IN EVROPE: N. V. LETTERGIETERIJ 


AMSTERDAM 


BILDERDIJKSTRAAT 163. AMSTERDAM WEST, HOLLAND 
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Send information on the new Electro-Matic 


' Send information on the flatbed Duplicator 


Please give us a sign equipment recommendation at no 


- cost or obligation 


























Name ainnaae a 
« Turns Out Clean, Sharp Proofs on any Stock 
... from Onionskin to Posterboard Store Name <4 ik a roel 
+ ideal for Signs, Posters, Menus, Calendars Address —— —— 
and other Short Run Jobs City Zone___State 
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—Illuminated Christmas trees along Park avenue 
and a brilliant cross in the windows of the New 
York Central Building, at Park and 46th street, 
seen in this view looking south on Park avenue, 
cre a few of the fascinating Christmas scenes to 
be seen in New York City . . . Windows from 
17th to 28th floors in the building are lighted to 
form the cross . . . Trees on alernate blocks on 
Pork avenue, from 34th to 96th streets, sparkle 
with lights and a single star atop each 

Photo courtesy New York Convention and Visitors 


Bureau— 


SPRIN 








On Displaymen’s Minds 
As Market Week Nears 


NADI adding final touches to display industry's presentation of 


spring lines . . . New York Trade Show Building, December 7-I| ... 


Registrants have chance at two NADI-sponsored vacations at 


Miami Beach's Carillon Hotel and Grossinger's Resort Hotel in New 


York . . . Christmas decorations 


ITH THE crisp December air of 
VG New York City carrying the sound 
of cheerful Christmas carols and 
jingling bells of the holiday season, display- 
men and the display industry will be con- 
centrating their thoughts on Spring 1959, as 
they converge upon the New York Trade 
Show building for the annual Spring Mar- 
ket Week sponsored by the National Asso- 
ciation of Display Industries December 7-11. 
Under one roof at Eighth avenue and 3th 
street will be presented the best that the 
industry has to offer for spring, Easter and 
summer promotions. In addition, several 
New York City-based display will 
have their showrooms ready to welcome 
displaymen and show them their latest crea- 
tions for the coming seasons. 


houses 


Christmas will not go completely forgot- 
ten by the visitors. Although approaching 
it from a professional standpoint, they will 
be just as delighted as any of the thousands 
who throng to New York City each Christ- 
mas season to view with amazement the 
awe-inspiring displays and decorations. 

Of these, the most famous and best loved 
holiday sight is the huge tree in Rockefeller 
Center. This year’s giant 64-foot white 
spruce will be decorated with 1,000 illumt- 
nated plastic globes, half red and half white. 


oe -~ 








promise to surpass expectations 


The tree will be bathed in a golden glow 
created through the use of 3,000 “firefly” 
bulbs. The tree lighting ceremony, which 
features a concert of Christmas music by 
the Rockefeller Choristers, will be on 
December 11, the last day of Market Week. 

The Channel Gardens, leading from Fifth 
avenue to Rockefeller Center's famous ice- 
skating pond, will be transformed into an 
enchanted forest, with brass and aluminum 
wire sculptures of 54 animals, trom noble 
stags, 12-feet tall, to smaller animals such 
as foxes, rabbits, squirrels, chipmunks and 
tiny held mice only 6 inches tall. Wire 
sculptured birds will perch on gnarled tree 
branches. The Gardens will be 
with 1,000 twinkling lights. 

Store windows and interiors all over 
town feature ingenious displays, many of 
them animated, telling the Christmas story 
with reverence and capturing the spirit and 
customs of the with charm and 
humor. No conscientous displayman could 
visit New York City at this time without 
devoting a portion of his stay to the study of 
the marvelous techniques used in these dis- 
plays, which have come to be praised as the 
world’s finest. It is indeed an education 
in display and should be taken advantage of. 
Among the stores one should make special 
effort to see are Lord & Taylor, sonwit- 
Teller, Saks-Fifth Avenue, Macy's, Bloom- 
ingdale’s, B. Altman and many others. 

No where else in the world can you get 
the opportunity to view at first hand such 
a concentration of the skill and handiwork 
of so many expert display craftsmen. It is 
for this reason that your visit to the NADI 
December Market Week justifies the ex 
pense and time involved. Store management 
cannot possibly make a better investment for 
its display division. 


decorated 


season 


Ot course, the city’s fine restaurants and 
hotels will offer holiday cuisine from all 
parts of the world, with such traditional 
favorites as roast turkey, stuffed goose and 
roast beet featured in most places. 
will be no lack of 
variety, trom 


There 
entertainment of any 
athletic 


Stage to arena, to 


—This aerial view of the Carillon hotel, Miami 
Beach, Fla., speaks for itself when enticing tour- 
ists to partake of its complete vacation facili- 
ties . . . Notice the expanse of beach, the 
clear pool, the modern structure, and you'll 
want to win that trip for two to Miami in 
January... Don't forget to register at Decem- 
ber Market Week and be eligible to win— 
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occupy the Market Week visitors during 
their off hours. 

As an extra bonus tor displaymen attend- 
ing Market Week will be two grand prizes 
to be awarded winners of a drawing to be 
held the final day of the show. Two lucky 
couples will return home with either a 
week's vacation at Miami Beach or a week 
in the beautiful Catskill mountains of New 
York State. 

The winners of the January 3-10 trip to 
Miami will board a National Airlines plane, 
routes serve 36 U. S. cities and 
Havana, Cuba, and will arrive in Miami 
after being served a delicious meal in the 
relaxed atmosphere of soft music and flow- 
ers. 

At Miami Beach they will be the guests 
ot the Carillon, the newest, largest, most 
magnificent resort hotel on the oceanfront, 
where no expense has been spared to bring 
them not just some ... but ALL of the finest 
facilities for vacation pleasure to be found 
anywhere. 

Their room will be serene and lovely, de- 
signed tor truly gracious living, luxuriously 
turnished, complete with television, radio, 
circulating ice water, individually controlled 
air conditoning and many rooms with prti- 
vate terraces. 

A shimmering fresh water pool lies in 
the center of luxuriant walks and gardens 
or they may wish to relax on their lounge 
and enjoy the spacious wide open view ot 
the 750-foot private beach and the beautiful 
blue sea. 

Mealtime will be especially 
because of the charming 
which they will be served. The main dining 
room, the Silver Chimes, or the smaller 
Sugar ’n Spice, or the outdoor Seaside Ter- 
race are prepared to answer their every wish 
tor sumptuous meal or tasty snacks. 

The social staff has planned a complete 
program of day and night activities. En- 
tertainment and dancing to Latin-American 
rhythms, cocktails in the Tambourine 
Lounge, and parties in the mag- 


whose 


memorable 
atmosphere in 


special 


—Even water tastes better when served in an 
delightful as that pictured 
at right at Grossinger's resort hotel in the 
Catskills of New York State . . . Of course, 
the actual cuisine is world-renowned for bring- 
ing a satisfied look from the most critical of 
gourmets . . . A week's vacation here is one 


atmosphere as 


of the two grand prizes to be given away at 


December Market Week by NADI— 


DECEMBER, 1958 


—National Airlines will be the first airline with 
jet service in the U. S. when flights start De- 
10 from New York to Miami in 135 
minutes ... This adds another first to National 


cember 


Airlines’ record of leadership . . . Just in time 
to transport a lucky couple to Miami Beach on 
January 3, courtesy of NADI— 


nificent Club Siam are 
evening festivities. 

Sometime during the month of March the 
couple winning the other grand prize will 
find themselves at the famous Grossinger s 
resort in the Catskill mountains only two 
hours from New York City, where they will 
forget winter's woes with soothing relaxa- 
tion or vigorous indoor and outdoor recrea- 
tion — truly a year-around vacation para- 
dise. 


only part ot the 


Only recently a magnificent million-dollar 
indoor swimming pool under glass was 
opened. Spread over an imposing 25,000 
square feet of space on three levels, the 
edifice dazzles the eye with its sleekly mod- 
ern architectural sweep. Thermometer win- 
dows surround the expansive deck area, pre- 
senting awesome views of the countryside 
The water is kept at a constant 76 degrees. 

The glass-enclosed, sound-proofed mezza- 
nine floor overlooking the pool panorama 
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cocktatl 
enter 
two superbly equipped health clubs for men 


contaims an attractivelv decorated 


lounge. Downstairs, the guests will 
and women, respectively, offering every con- 
ceivable facility to be 
and 
an underwater 
through 


found in massage, 
There, 


observation 


shower steam palaces. too, 1S 


glass window 


which the below-surface activities 
in the pool can be viewed. 

Outdoors 
artificial ice 
hogganing 
(;rossinger s 


artificial 


will be ice skating on a large 
skating rink: 
may still be 
slopes, kept in top 
snow Top 
ment and dancing are featured in the even- 
ing, with world-famous cuisine 
the recipe tor a wondertul week of tun and 
relaxation. 

One ot vacations 
you attend Spring Market Week 
get to register immediately at the 
the Trade Show building, where 
desks will be provided. 

Among the lines and 
tions available tor viewing at Market Week 
will be the latest in 
tures of all types, novelties in every 
medium, artificial flowers and 
Faster, Valentine, spring and summer séa- 
sonal units. On 


skiing and t 


possible then on 
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machines. entertain- 


completing 


these can be yours 11 
Don't tor- 
lobby Ol 
special 


various classifica- 


very mannequins, fix 
know! 
tohage. 
exhibit will be 
[Please turn to page So] 
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in Russia: 


A Talented Youngster 






By JOHN E. FELBER, Editor 


International Import Index 


















































































































Increased production of con- 
sumer goods during last three 
years has brought field of mer- 
chandising into forefront . . . 
All items must be priced in 
windows — but not competi- 
tively . . . Displaymen show 


eagerness to learn more 


HE ART of merchandise display has 
Fem into its own in the USSR within 

the last three years. This is due to 
the increased production of consumer goods. 
Prior to that date little goods was available, 
and hence the display of goods was kept with- 
in limits to avoid resentment of the people 
against the government-owned stores for hav- 
ing an insufhcient supply of the displayed items 
to meet the demand. 

Even today there is no incentive on the part 
of the government to buy things as there are 
When I say shortages, per 
would be better. The 


still shortages. 
haps “lack of variety” 
only product that is obviously short in the 
USSR today is automobiles which require a 
waiting time of about two years. 

All prices within the Soviet Union are the 
same; it does not pay to shop around. The 
only exception would be damaged merchandise, 
slightly aged food and used items available 
in special shops. All window displays must 
show the price. Clothing and shoes are about 
five times their cost in the U. S. Appliances 
are twice as much. On the other hand, common 
foods, sewing materials, radio and 
television parts, books and records would be 
cheaper than here. A loaf of bread is nine 
cents but a can of pineapple is $2. 
seldom go over $8 per month and utilities are 
less than 75 cents a month each. Social 
services — pensions, health and accident im- 
surance, life insurance —are all free. 


tools. 


Rents 


There is no shortage of rubles. All women, 
including married work and are paid 
equal salaries. The family income is about 
$100 per week take home pay. Income tax, 
the only deduction, is only about four or five 
per cent. Therefore, all stores are ALWAYS 
JAMMED with people milling around look- 
ing for things they would like to buy. The 
displayman must make certain that what 
he displays is in ample quantity. 


ones, 


Up until three years ago there were no 
modern display racks available, wood shelves 


—lllustrated at left are various styles of display 
fixtures used . . . Numbers 5, 6, 7 and 8 are for 
small items such as cosmetics, notions, etc... . 
Number 9 is for pens . Number 10 is for 
vodka and mineral waters, a most importani 
commodity in Russia . . . Of course, the next 
display form is used to show shoes . . You will 
note that all available sizes are listed 

This is their practice not only by custom but by 
local ordinance . . . Because of the difficulty 
encountered in getting into window displays, 
they may excuse a mistake or "sold out" size, 
however, counter clerks are expected to correct 
sizes stocks as they come about. Socks are 
shown displayed on wire forms . . . Pants as 
shown in figure 13 are displayed also to size 
and again a strict record is kept of what size 
is available .. . Figure 14 is a standard moving 
display available as a stock item to any store— 











being the exception. Now they are being 
supplied to all the stores, large or small. 
They are made of steel and have a bright 
chrome finish. (See illustration.) There are 
no government bureaus that are able to sup- 
ply special made-to-order displays. Each dis- 
play manager must work out his own prob- 
lems. I saw one display of a boy whom | 
assume was Pinochio, riding a bicycle. <A 
standard bike was used that was tied from 
the ceiling, a small electric motor, plainly visi- 
ble, was running two wood rollers under the 
tires to simulate the boy peddling. The boy 
was home-made, to be sure, and, in our stand- 
ards, it would have been considered ama- 
teurish. But compared to displays three 
years ago the change has been most remark- 
able. 

| visited the display manager of GUM, 
Russia's largest department store, the ex- 
terior of which is illustrated. The store has 
3,000 employees and handles 155,000 customers 
daily. His staff consisted of eight window 
displaymen and three designers or drafts 
women who worked up his sketches. He was 
most interested in American techniques and 
had a few copies of old display magazines 
from the U. S. He asked to have some new 
issues sent in. The only trouble is that all 
foreign publications are banned unless proof 
can be had that they will help one to improve 
his protession. Otherwise they are con- 
sidered unauthorized foreign propaganda. If 
they are accepted by the post office as useful 
they will be sent to a restricted room in the 
library where their owner may view them. 

The reason that window displays play an 
important role in Soviet life is the fact that 
they represent the only advertising or cata- 
loguing that exists. There is no advertising 
in Russia. Magazines and newspapers carry 
no ads. There is no direct mail and no hand- 
bills. In fact, they do not even have any 
telephone books. Because of these conditions, 
window displays have the task of informing 
the people what is available and what it will 
cost. If a person were to photograph every 
window display im the USSR he would have 
a complete directory of everything that 1s 
made and sold. There is no other way of 
finding out what is available. 

Prices seldom run into consideration as 
to whether or not it will be purchased. All 
prices are the same anywhere in Russia. There 
is no competition between stores. All man- 





agers of stores can do to attract more custom- 
ers into his store 1s to otter better displays or 





more courteous service. There are no sales, 
discounts, loss leaders, etc. There are no cata- 
logues or flyers. Of course radio and tele- 
vision accept no advertising. No billboards 
except political such as “Overtake lowa” or 
“Russia Needs More Production.” There are 


only two large neon signs in Moscow, and for 
that matter all of Russia, which state, “Put 
your Money in the Savings Bank,” and ‘Drink 
Tomato Juice for Your Health.” 

Buying anything in Russia is unlike any 


other country, regardless if it 1s food or soft 


[Please turn to page 78] 


—At top left, opposite page, are exterior views 

of GUM, Russia's largest department store, 

located in Moscow ... At the right, are three 

typical displays at that store . . . The top 

window shows expert draping of a mannequin 

in a yardgoods display . . . The center photo : . 

is of miscellaneous glassware, cosmetics and | 

gift suggestions . . . Dolls and toys are fea- Ain 
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Display Fantasy 


Pins provide roots for Hattie Carnegie wheat field . . . Magic 





stairways float into space at B. Altman . . . Sculptured heads 
display Tiffany jewelry . . . “Salute to Britain'' promotion by 
Lord & Taylor surrounds Dickens quotation . . . Theatre coats 


EFT HANDLING and clever, imagin- 

ative twists transformed the windows 

of Manhattan recently into a magic 
wonderland. 

A pair of windows at Hattie Carnegie 
were changed into veritable wheat fields! 
The display director, Howard Nevelow, had 
wheat straws standing upright all through 
the window areas as though growing there! 
The secret — pins! 

The window floors were covered in a 
wheat-toned beige carpeting, and the wheat 
straws were pinned upright on the carpet. 
Beige curtains formed a background for the 
settings, and curtains of beige framed the 
openings At either side of the openings, 
against the curtains, was a bracket. On 
each bracket stood an antique white and 
gold hat displayer. A red hat was placed 
on each displayer in the window pictured. 

Among the wheat on the floor was a large 
game bird, and grouped with the bird were a 
red bag, a ruby necklace and ruby earrings. 
Toward the window back, Mr. Nevelow sus- 
pended garments as though being worn by 
an invisible figure. A grey suit, a white 
blouse, white gloves and a ruby bracelet 
suggested the figure, and above it was a hat 
to match the suit, suspended as though on 
the head of the lady. 

For an extremely clever series of win 
dows, these not pictured, but also with in- 
visible figures, at Saks Fifth Avenue where 
Henry F. Callahan is the display director, 
black dresses were suspended as_ though 
flying. Above the dresses, one in each win- 
dow, was a tall witch hat, a hallowe’en hat 


and perfume combined in Tailored Woman display 


sprayed with black, creating the bewitching 
illusion of witches in flight. French patio 
brooms, clutched in the gloved hand of the 
figure carried out the idea, and masses of 
rhinestone jewelry added to the atmosphere 
of fantasy. 

Anton Heller, display director for B. Alt- 
man, created magic stairways that seemed 
to float up into space, using large white 
boxes tor the steps. In some of the win- 
dows, the boxes were arranged to spiral up 
trom the floor to the high window ceiling. 
In others, such as the one pictured, they 
curved gracetully off into the distance above. 
Copy was tormed in gold letters applied to 
the lid of a matching white box that lay 
opened on the floor, the lid set into the box 
in a mass of white tissue paper. 

The theme tor the window pictured was 
“The One-Coat Casual Plan — and the 
dresses that revolve around its easy way of 
life...” The window floor was carpeted 
The wall was a neutral. Near the 
top of the curving stairs was a green coat 
suspended on a dressmaker’s form. Stand- 


in beige. 


—At top left, by Luke Maletich, Gimbels .. . 
At top right, by Paul Vogler, Lord & Taylor 
... Three photos at left: top, by Gene Moore, 
Tiffany; center, by Howard Nevelow, Hattie 
Carnegie; bottom, by Anton Heller, B. Altman 
. . . Top left, opposite page, by Edward Von 
Castelberg, Bloomingdale's Top right, 
opposite page, by Andreas Hvorslev, Ohr- 
bach's . . . Bottom, opposite page, by George 
Fiehl, Tailored Woman . . . Photos courtesy 
Virginia Roehl Studios, N.Y.C.— 






DISPLAY WORLD 













ing on the floor at the bottom of the stairs 


Was a mannequin wearing a_ grey-green 
tweed dress, a grey hat, white gloves, and 
olive green shoes. A mannequin standing 


on the stairs wore a red suit, white gloves, 
black shoes, a red-toned hat, and multi-hued 
necklace. Seated near her was a third man- 
nequin wearing a green suit, a green hat 
with a green teather and beige shoes. 

\ copy card on the bottom step read: 
“Enter a “Great Lady’ lovely new fragrance 
by Evyan Grouped with this card 
were a gold tan, a pair of beige gloves, 
with one of them on a hand torm which 
served as a prop for the tan and also held a 
bottle of perfume. Gold-boxed perfume bot- 
tles and a multi-colored clip completed the 
display. 

At Tiffany, Gene Moore, who directs the 
display, chose sculptured heads as foils tor 
jewelry in four of the store’s five windows. 
In the fitth was a shoe ot peacock feathers, 
designed by Herbert Levine. The window 
floors were covered with black telt, as were 
the walls. A small card on the floor of the 
one pictured read: “Hat especially designed 
for Tiffany & Co. by Toby Coppock.” 

A black head, mounted on a black telt- 
covered base, wore the specially designed 
hat made of red oak leaves. A diamond and 
ruby clip trimmed the hat and a diamond 
and ruby necklace lay stretched along the 
floor near the base for the sculpture. Rose 
light washed the back wall of this window. 

Lord and Taylor staged a _ tremendous 
“Salute to Britain” promotion with the mes- 
sage in large gold letters along the win- 
dow ledges on. a red and blue background. 

In the window illustrated, Paul Vogler, 
the display director had placed a large blue 
framing on which was mounted a small 
picture of Charles Dickens. Below the pic- 
ture was a Dickens quotation: “The dreams 
of childhood — So good to be believed in 


once. So good to be remembered when out- 
grown.” 
The window floor was in a black and 
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white pattern. The back wall was dark, as 
though the inside of a darkened shop within 
the window. The floor inside the “Old 
Curiosity Shop” was red and the exterior 
of the building was in white frame, with a 
red door. Through the window, passersby 
— and also the mannequins posed as though 
customers — could see antiques: turniture, 
a violin, a horn, etc., and the shop's drapery 
of yellow, green, and red print on white. 

Outside was a brass lamp fixture tastened 
at the shop entrance. An old brass kettle 
stood on a table the shop, beside 
an old doll house. 


outside 
Toward the lett side of the window stood 
a black street lamp, and back of the lamp- 
post was a British bobby. Three children 
were being herded along by a grownup man- 
nequin wearing a red coat, a red veil, black 
shoes, black gloves and red and rhinestone 


‘s 


in Magic Manhattan «2.0% 


earrings. She carried a black bag in 


hand. 
was admiring the bobby. 
front of the 


red-coated mannequin 


blue outfits with red velvet collars, 
black shoes. The boy held a_ horn 
clutched an old sword. The girl 
white gloves 


Standing in the door of the 


blue suit, black shoes, a black bag, a 
beret and a red, white and blue 
clutching two red books. Near her 
little girl in a tweed and 
grey-blue velvet leggings, black shoes 


grey coat 


white gloves. 


black plaid coat and cap and red shoes 
(lever cat montages on background 


[Please turn to page 88] 





het 
\ boy in a red and green plaid coat 
A boy and girl in 
W OTE 
and 
and 


Wore 


“Old Curtosity 
Shop” was a grownup mannequin wearing a 
req 
scart, and 
Was a 
Cap, 
and 
A small boy in tront of the 
girl wore navy velvet leggings, a red and 


pall 
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Display in the San Joaquin 


Retail stores striving to keep pace with nation's wealthiest agri- 
cultural area . . . Spooky display sells sheets for Brock's . . . Cool 


setting by Coffee's-Bakersfield exploits wash and wear for men 


. . . Attractive bra and girdle promotion by Gottschalk's 


r 


AN JOAQUIN VALLEY, the wealthiest 

agricultural area in the country, har- 

vests crops valued at over three hun- 
dred million dollars annually. Some of the 
main ones are cotton, grapes, flax, grains, 
hgs, apricots and peaches. In addition, sev- 
eral oil fields yielding petroleum of high 
quality dot the area. Some of the principal 
industrial activities are the processing and 
packing of fruit and wine making. The area 
has many raisin packing plants and wineries 
which are the largest of their kind in the 
world. 

The areas growth, especially in the past 
20 years, is best exemplihed by the expan- 
sion of the retail stores. A good example 
would be the progressive, high fashion 
women’s specialty shop, Rodder’s Mademoi- 
selle, in Fresno. Opening as a small shoe 
store, the Rodders expanded their operation 
into apparel, and the store's volume climbed 
from $37,000 to over $2,000,000 annually in 
a little more than two decades, according 
to Albert Rodder, Jr. 

Situated in the central part of Caltfornia, 
the valley begins about 100 miles north of 
Los Angeles and extends for approximately 
300 miles to the most distant major city of 
Bakersfield, Brock’s is one of the large and 
popular department stores there. Henry 
Smith, display director, had an exceptionally 
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imaginative window for a sheet promotion. 

Developing his theme from the caption 
“Prices so low it’s downright spooky!”’, Mr. 
Smith created an eerie feeling by animating 
two simulated ghosts. In the far right 
corner, one of them raised in and out of an 
old grey trunk. Over his chest, a black sign 


with white lettering carried the aforesaid 
theme. In the center of the back wall, at 
an entrance, another spook appeared and 


sehind it leaves on simulated 
rustling, and different color 
shadows played on them and the area, add 
ing to the eerie feeling. Walls were in tones 


disappeared, 


trees were 


ot grey with moss green grapes over the 
entrance. 
In tront ot this scene, a three tier mer- 


chandiser on the left was filled with pack- 


ages ot sheets. On the right, a glass shelt 
held more sheets. In the center, sheets 
were also strewn throughout, and among 


them a mannequin sat admiring their quall- 
ty with so much enthusiasm as to be ob- 
livious of the ghosts behind her. 

A long white streamer with black letter- 
ing extended the front of the win- 
dow, which read, “Springmaid sheets at out 
of this world savings.” 

The long, dry, hot summer of the San 
Joaquin Valley creates a large market for 
wash and wear merchandise. Coffee’s-Bak- 
ersheld took full advantage of this by 
promoting this type of men’s dress and sport 
shirts. Victor Wessel, display director, at- 


acTOSss 


tected a cool setting tor them by using yel- 
low felt panels for his background with the 
walls in natural green field stone. A 
clothesline was strung along it with ditffer- 
ent style shirts hung on it. Others on forms 
covered the floor with those on higher stands 
draped in matching tabrics. <A low display 
centered the Over it 
placed two dress shirts on forms, 


side 


table scene. were 
one at the 
base of each stand plus accessories. 

The composition was completed by the 
attachment of a panel at the extreme ends 
ot the window. These were 1 foot wide by 
long, yellow in color and bordered 
rope. A shirt with a tie 
was applied to them. 


3 feet 
with gold dress 

\n English chinaware promotion adorned 
three of the windows at Fedway-Bakersheld. 
Tom Pengilley, display and advertising 
manager, enriched the predominating color 
of the paintings of different scenes on the 
china by enhancing that color and tones in 
the background. 

Themes on the china set were “A Friendly 
Village, His Majesty and Brown Harvest.” 
The predominating background was _ pink, 
green and brown. These were materialized 
by the suspension of a fine linen table 
cloth in one of these over a metal 
triangle which hung from the ceiling by a 
brass chain. It was flaired along the floor 
with a flat arrangement over it to obtain 
a silhouette effect. A wide perforated panel 
in the same color extending from floor to 
ceiling on the right held added pieces. 


ct ylors 


[Please turn to page 50] 
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By 


H. O. WHEELS 


—At top right, by Henry Smith, Brock's . . 
Directly below, by Victor Wessel, Coffee's—Bakersfield 
. . « Bottom left, by Miss Barri Amoni, Gottschalk's 


Pengilley, Fedway—Bakersfield 
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right, by Scott Young, Rodder's Mademoiselle— 





. Above, by Cliff Robertson, Coffee's—Fresno 
Top, by Tom 
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With Christmas only a few days past, the 





displayman has to face a complete change 
of scene and location; namely, resort win- a Jd : ae i 
dows. In the past few years, winter vaca- Ty <> ! c a TAF S 
tions have increased amazingly. Many peo- ( i / :. ar * : | /2d \ pP & (A 
ple have one week or two to spend in a | eid wer 
warm climate these days. This, of course, 
means new outfits, and few people unpack 














their last summer’s wardrobe, so it’s up to 
the stores to entice them with smart, new 
resort wear. 








We will start with a simple men’s win- 





dow. The use of travel posters is an easy 
and effective way to set your background. 
Use different colored platforms in coordina- 
tion with merchandise. 
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The most popular colors reported in re- 
sort wear for this coming season are in the 
citrus family — lime, lemon, etc. What 
could be easier than to have fruit slices 
cut out of board? Most of you displaymen 
have seen them ready-made out of styro- 
foam. The use of rattan chairs, tables, etc. 
is also an easy, identifiable resort prop. 
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The swimsuit window needs no explana- 
tion. The whole background can be painted 
on a seamless blue paper, sand colored to 
match or contrast with your merchandise. 


A cruise window of this sort can be tied 
in with a number of travel agencies. Props 
and posters will be made available. A 
painted background with a three dimen- 
sional ship’s rail is all that is really needed. 
You can use any prop you borrow for ac- 
cessory units. 


Hei [yor 


DeGCemeeta, 97396 


This could be a small vestibule window or 
a large showcase in the interior of your 
store. Use chicken wire forms sprayed in 
color, glass bubbles and sea grass against 
a dark background which gives an interest- 
ing underwater effect. 














memo from r.m.h. 


memo from r.m.n. 
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Nothing Monotonous in Los 

















—Top left, by Sy Krockover, Broadway-Valley . . . Top right, by Jim Hassinger, W. & J. Sloane . . . Left center, by Stanley 
Thompson, May Co.-Downtown . . . Right center, by Bill Shannon, Rankin's . . . Lower left, by Don Pape, May Co.-Crenshaw .. . 
Lower right, by Charles Meszaros, May Co.-Valley . . . Top, opposite page, by Art Alvarado, Saks Fifth Avenue . . . Center, op- 
posite page, by Hollis Williams, Robinson-Beverly . . . Bottom, opposite page, by Lee Platt, Robinson-Los Angeles— 
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Angeles Displays 


By DICK JACHIM 


From lowly pun, “hat on a hot tin roof," to the exotic sultan's palace, 
windows attract shoppers with ingenious diversification . . . Caged 
animals cavort at May Co.-Valley . . . Backgrounds at Rankin's from 


"Alice in Wonderland” .. . 


HE ILLUSION of depth was achieved 
effectively in a carpet 
Robinson-Los Angeles. 
director, covered the floor with a 
luxurious honey-tone carpet and accented it 
with a blow up which created depth and 
the illusion of an adjoining room. This 
room was paramount in elegance, including 
a very classical-appearing curved stairway. 

The huge blow-up applied to the 
back wall, and was divided trom the actual 
carpeting by a sheet of black no seam paper 


promotion at 


display 


Was 


with its center torn out. A teeling of lux- 
urious softness was affected by placing a 
semi - reclining mannequin, exquisitely 


dressed in a comfortable position on the 
Hoor. 

\dded elegance was emphasized through a 
decorative brass planter filled with alabaster 
grapes within reach of her on the floor and 
the appearance of the model ascending the 
stairway in the blow-up. A large reader on 
a brass easel identified the brand and colors 
available by the applique of swatches 

The May Co.-Valley 
carried a motif to tie im the vivid 
colors and soft textures of the merchandise. 
(Charles Meszaros, display manager, had his 
assistant, Jack Prudhomme, design a mood 
wild animals tor the promotion. 
These were executed for background in the 
windows and decor in the interior. 


fashions at 


season's 


circu S 


of caged 


The outdoor feeling was created by paint- 
ing the back wall turquoise and bordering 
it in white, which was the color of the floor, 
too. An action mannequin wearing a sty! 





DECEMBER, 1938 





lee Platt, the 


Saks returns to Napoleonic era 


ized rubber mask of either a bear, giraffe, 
elephant, tiger, lion, was 
caged in a highly decorative cage in colors 
of gold and white. She against the 
bars peering out, and costumed in tones of 
blue and gold, with matching 
grouped on the floor to her left. <A clever 
sign, which was held carelessly by the wild 
animal, read, “Come to our animal fair 

Cause the birds and the 


monkey or tox 


Was 


aCCessor;ries 


beasts are there.” 





W & J 


formed into an exotic opulence 


Sloane-Beverly Hulls was trans- 
worthy of 
housing the most tabulous potentate for a 
promotion of India brass and kindred items 


trom this part of the world. 


The main window simulated a sultans 
palace. Scenic wallpaper — a direct copy 
trom the movie, “King and |” in tones 
ot blue, salmon, orange and pink, and ac 


cented with gold, covered the walls tor the 
background. Jim Hassinger, display director, 
continued this theme into a 
sional effect by applving added columns, cut 
out from this wallpaper, onto hard surtace 
boards and placing them in the toreground 


three dimen 


Brass lanterns were suspended throughout 
this area, and identical huge, brass water 
jugs flanked each side of the tront of the 
scene. An _ 8-foot upholstered in a 
Thailand gold fabric adorned the lett wall. 
It was finished in the Oriental tradition of 
applying numerous coats of lacquer and in 
laid with a mother of pearl 
color was amber and the design a highly 
stylized dragon to fit into a modern decor. 


sota 


design. The 


The opposite side held a romantic crystal 
chandelier which was identically copied, in- 
cluding original type materials, from one found 


in a sultan’s harem in Turkey. Below it, 





silk pink harem pillows surrounded an ex- 


quisite round brass table. On the 
an elegant portrait of a very 
Oriental This 


wall hung 


regal bearing 


princess. masterpiece was 


painted by the well known and _ talented 
artist, T. N. Lukits. It had another inte 
esting tacet, which was, the colors im it 


were identical to the scheme in the window 
composition. \ teakwood 


completed this side 


chest below if 
Authentic cheetah skins covered the glossy 
white vinyl floor with brass inlays, and a 
Siamese gilted teakwood figure against the 
back wall, centered the scene. 
advantage ot the release, 
Hot Tin Roof,” 
son, display director, at May Co.-Downtown 
utilized this into a millinery promotion. 


Taking 
“Cat on a 


movie 


Stanley Thomp 


group of windows 


the Eighth street side, he applied a sheet of 


Lsing a accessory 


corrugated aluminum over the whole area 
angle to simulate the side ot a root 


~- 
~ 
_ 

—~ 


Cylindrical studs inserted through it as vents 
or chimneys carried the millinery. The 1m 


, 
; 


pact was obtained trom the clever and time 


caption on a large reader, which 
on a hot tin roof.” 
Elegance, opulently reigned in anothet 


millinery promotion at the Broadway-Val 
Krockover, display director, 


which is 40 teet 


ley. Sy used 


his main window. wide. tor 


it. Five fluted columns in travertine finis! 
and 9 feet high were spaced along a whit 
wall. Glittering gold pod garland 6 inches 
in diameter was then entwined around them 


Exquisite brass millinery arms delicately 
formed in a half circle, six to a ec 


were uniformly spaced to create a pri 
tfoundly classical atmosphere tor the hats 
adorning them. These were tm gold, moss 


green and rust. 
Many mannequins in chic suits and dresses 


completely accessorized were interspersed 


| 


throughout this scene, and all were placed 
on a black and white checked floor im a 
glossy enamel finish. A gold scroll-type 


sign in black lettering carried copy worthy 


ot the composition, which read, “The house 
of Dior 
ceivable without a 

in the center of the 


Santa 


says, ‘the elegance of '58 is incon- 
hat.” This 


foreground 


’ 
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Sl Uda LeU 
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Chicago Salutes Opera 


By RICHARD DAY 


Stores combine public service 
and promotion of ball gowns 
through opera settings in 
background . . . Opera boxes 
simulated by Marshall Field 


. . . Carson's capitalizes upon 
unveiling of new model autos 


HICAGO displaymen were busy ready- 

ing their Christmas displays while 

workmen erected modern, contoured 
street lights up and down State street 
soth were getting ready tor what is ex 
pected to be the biggest selling seasons 
Chicago has ever seen. 

Many Chicago stores used their pre 
Christmas display space in a salute to 
Lyric Opera at the opening of its fith 
season. Opera settings were created i: 
numerous ways as backgrounds for ba!! 
gowns the stores’ interest in the combine: 
public service and merchandising displays 

Virginia Paxson and her staff at Marshal! 
Field & Co. used a seven-mannequin bal! 
gown promotion in honor of Lyric Opera. 
The State-Washington corner window was 
fitted with a background that was a clos: 
duplicate of one Field's did for the Lyri 
Opera Fashion Show Dinner held during th: 
run of the display. Back panels represent- 
ing opera boxes were finished in shades oi 
pink. Scalloped valances covered with wall- 
paper jutted out of alternate panels making 
the boxes. Stylized wood cutouts fixed uy 
as opera-goers were standing in them. The 
figures had yarn hair, velvet clothes and 
painted faces that gave background interest 
to the display. 

A runway representing the opera stag: 
was banked on two sides with cut pink 
chrysanthemums and pittisforum. On the 
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—Top and center photo, by Clement Bradley 

and Dick Minto, Carson's . . . Bottom by Carl 

James, Mandel's . . . Both top photos, opposite 

page, by Virginia Paxson, Marshall Field .. . 

Center, opposite page, by G. C. Bowen, 

Lytton's . . . Bottom, opposite page, by Jack 
Boghosse, Goldblatt's— 


Hoor on either side of the runway were a 
pair of pale beige and pink, Oriental rugs. 
()pera chairs sprayed gold with white velvet 
seats and pink and white half-columns with 
chrysanthemums and rhododendrons stood 
about the floor of the display. The manne- 
quins, wearing “28” Shop merchandise in 
white and red satin, appeared to be enjoy- 
ing an intermission, The scripted sign, po- 
sitioned as a scroll on one chair, read, “Our 
Magnificent Ball Gowns.” 

Miss Paxson and her staff used another 
one-window display entitled, “The Sculp- 
tured Lines of Satin.” The setting was a 
sculptor’s studio with equipment borrowed 


Season 


trom the Chicago Art Institute. At the left 
was an anvil; at the right, a torge: and 
in the center on a pair ot sawhorses was a 
borrowed bronze sculpture. \ pegboard 
panel at the rear held such metalworking 
tools as a hacksaw, tinsnips, acetylene cut- 
ting torch and welder’s helmet and goggles. 
The display was set on a floor of common 
brick. All props were painted to look used 
and worn. Two mannequins wore the satin 
fashions, one an electric blue evening coat, 
the other an olive green evening coat. 

Carl James, display director ot Mandel’s, 
created a series of four stylish “Your Pub- 
lic Appearance Begins in Private” windows 
promoting nylon slips. Two mannequins 
stood in front of a three-piece folding 
screen with the display’s title lettered across 
it while a third mannequin stood behind 
tramed by a simulated swinging door. Panels 
oft the folding screen were filled with trans- 
lucent paper that picked up shadows trom a 
long-leafed fern silhouetted behind. 

Mr. James also used a series of four St. 
Luke’s fashion show windows. A toot-high 
stand in the center of each window held a 
mannequin displaying a dress. actually 
modeled in the show. The name of the 
model who wore the dress was given in a 
sign on the floor. The center mannequin 
was flanked by taffeta draperies in a golden 
beige color similar to the gowns displayed. 
\t the sides were two mannequins wearing 
actual fashion show gowns in golden beige 
tones. A hatbox on the stand was the sign. 
Lighting in amber, red and yellow with clear 
spotlights accentuated the gowns. 

Clement Bradley, display director of Car- 
son’s, and Dick Minto, window display 
manager, conceived a silk-satin ball gown 
promotion with an Empire theme. In the 
window illustrated, turquoise and green 
gowns were displayed on two mannequins 
in front of a blue-painted Empire panel of 
raw silk. The panel was hung on a brass 
rod above the display. An Empire statue 


[Please turn to page 71] 
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NOSTALGIA: 


By ESTELLA LANO! 


Philadelphians get peek at tradition portrayed in windows and 


interior displays . . . Displayman gets into act as MC .. . Insurance 


for valuable mementos a major factor. . . National brands aid 


with institutional-type settings . . . Old-time music window aids 


United Fund Campaign . . . Suburban Lit stores also cooperate 


ISPLAY is credited with playing a 
major role in the great sale staged 
by Lit Brothers, Philadelphia, to mark 

the firm’s 67th anniversary. In fact, said 

Samuel J. Cohen, sales promotion manager 

and public relations director of Lit Brothers, 

“This promotion resulted in the greatest 

anniversary sale in our history.” In col- 

laboration with Mr. Cohen, the display de- 
partment, under the direction of Thomas 

Comerford, the display director, and his as- 

sistants: Stephen Brown, Boyden 


ped 0 


Earney, 


and Earl Lovelace, designed and installed 
special window and interior settings for 


the event, but the display department made 
news as well! 

One member of Lit Brothers’ display staff, 
W. C. Buras, a collector of antiques, loaned 
many pieces from his own private collection 
for the nostalgic displays. A second Lit 
Brothers displayman, David Kaplan, served 
as MC and entertainer in the old-fashioned 
music window, assisted by one of the store’s 
models, Connie Holmes. 
story began with the search 
for antique items and mementos of the past, 
especially as they pertained to old Philadelphia 


The display 
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history. Because the event was to be a huge 
company-wide sale, Mr. Comerford contacted 
various manufacturers and asked for assist- 
ance in portraying the history of their prod- 
ucts. The was tremendous. Many 
manufacturers sent special collections arranged 
tor the occasion. In addition to these col- 
lections, Lit Brothers called on the various 
museums and institutions around Philadelphia 
for use of their collections, too. 

The result was a wonderful selection of rare 
and valuable materials. As Mr. Comerford 
pointed out, all Philadelphia worked on the 
project. Incidentally, because of the value 
of many items in the collections, insurance 
alone was a major factor, both as to cost 
and in detail work. 

To provide a proper setting for these in- 
teresting and valuable collections, Mr. Comer- 
ford designed window frames of a damask 
patterned paper, in a pink background with 
the design fiocked in red. The color and 
design of the paper was characteristic of the 
period being depicted. Each frame had an 


response 


opening edged in gold, forming an appropriate 
proscenium for the nostalgic setting framed 
within, in effect a daguerrotype. 








COURS Cis ANWIVERSAR 


_.. Lit Brothers Celebrates 
Old-Fashioned Anniversary 


A red built outside the 
store, around the windows, to further suggest 
the atmosphere of an early era, and old gas 
type street lamp fixtures with ball globes were 
fastened outside the building on the 
between the windows. 

Poster-type signs advertising the sale were 


superstructure was 


panels 


framed and mounted below the lamps. The 
signs read: “Old fashioned values — Lit’s 
Anniversary Sale — exciting storewide value, 
program, savings,— Old fashioned values.” 


The displays were installed for the opening 
on October 13 for two courtesy days of sale 
prior to the main sale which was advertised 
in the for from October 15 to 
Founders’ Day on October 22. 


newspapers 


Individual windows were arranged for the 
various brand names. With few exceptions, 
displays purely institutional and 
talgic, not planned to show merchandise. 

Among the exceptions, however, were the 


were hnos- 


Kighth 
above. 


seven regular fashion windows along 
street, one of which 1s_ illustrated 
Those windows were framed as were 
the others, but in each of them was a display 
of new fall dresses, in grape tones. For those 


sevell 


windows, the back walls were in blue. the 
floors were in red. The copy card was set 
on an easel, centered in each window. with 


the frame of the easel decorated with clusters 
of grapes. Copy read: “‘58 A Vintage Year 
in Fashions! Our new color French Grape.” 

Gilded fruit baskets were heaped with 
bunches of grapes and set on the floor in front 
of the easels. A pink rose fastened on the 
easel stand was caught to the corner of a 
lavender-toned scarf which trailed onto the 
window floor. —Ttwo mannequins in each win- 
dow wore the French grape-toned 
with accessories in matching or 
shades. 


dresses, 
harmonizing 
jottles of soft red nail polish ar- 
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ranged on the 
fashion 


window floor completed the 
settings. The amazing thing was 
how beautifully the seven high fashion win- 
dows blended into the whole character of the 
total display scheme! 

Other windows were staged around col- 
lections from Rustcraft, Hoover Company, 
Nite Craft lingerie, White Sewing Machines, 
Millinery Institute of America (pictured here ), 
Van Raalte (pictured here), D’Orsay cos- 
metics, Houbigant cosmetics, Warners cor- 
setry, Parker Games, W. A. Sheaffer Pen 
Company, RCA _ Victor, Kodak cameras, 
McCall and Butterick patterns, The U. S. 
Playing Card Company, Elgin National Watch 
Company, Lionel Corporation, Effanbee Dolls, 
Seth Thomas Clock Company, International 
Silver, Westclox, Nemo corsetry (pictured 
here), Arrow, Swank, Stetson, Westinghouse, 
Naturalizer Shoes, Buster Brown, Roblee, in 
addition to such special institutions as Ameri- 
can Museum of Photography (pictured here), 
University of Pennsylvania’s Mask & Wig 
Club, Temple University College, Drexel In- 
stitute, the University of Pennsylvania, Frank- 
lin Institute, Philadelphia Museum of Art, for 
the costumes used in the displays and through- 
out the store interior; other special costumes 
used were by Helen Virginia Meyer. 

There was a window on boxing, a special 
window for brand names generally, and a 
promotion of a customer contest. 

One of the high spots of the anniversary 
program was a window along Market street 
designed to typify a music shop of the 1920s. 
Old sheet music bordered the wall. An ok 
player piano stood at the center rear of the 
shop and served as a focal point. An old 
gramophone was at one end of the room. 
Other instruments were placed about the shop. 

A shop front of red and blue transformed 
the window, and along the window ledge were 
publicity pictures of the celebrities from the 
theatre, radio, TV and sports world, who 
would be in the shop in person during each 
day, along with the time that day they would 
appear. 

A special door to the shop with a couple 
of steps up from street level permitted en- 
trance into the window off the street. In this 
shop, displayman Kaplan served as a most 
genial MC and pumped the player piano, 
dressed in appropriate attire, a striped blazer. 








Display had obtained a supply of bright-striped 
blazers and straw hats for the celebrities to 
wear while they performed — if the day were 
warm. If the weather were cool enough to 
permit it, there was a supply of raccoon skin 
coats and pork pie hats. 


Among the celebrities appearing during the 
week long event were Ahmad Jamal, Ameri- 
cas No. 1 jazz pianist: Warner Anderson, 
CBS-TV star; Helga and other stars from 
the Ice Capades which were currently per- 
forming in Philadelphia, and many, many 
others. Also, there was Claudo, a mechanical 
man. 


To get the show off to a good start, and to 
formally turn this old-time music window over 
to the United Fund to help spur the 1958 
fund-raising campaign, Bernard Litvak, execu- 
tive head of Lits, presented a giant key to 
the window to Paul J. Cupp, of American 





Ruhland Reb- 
vice-chairmen of the UF 
and both men were 
coats! To add further 
to the festivities, Peggy McCann, who is Miss 
Philadelphia for 1958 was present. 


Stores Company, and Mrs. G. 
mann, IJr., drive, 


in a special ceremony 


dressed in raccoon 


A penny-in-the-slot movie machine was set 
on the sidewalk 
proceeds from it 
though the 


for the passersby, and the 
turned 
Was to 


over to the Fund, 
idea promote the Fund 
project generally. 

In arranging the various windows, display 
adhered to the atmosphere of the early period, 
often construct props to 
carry out the flavor of the desired era. For 
example, display forms were covered in crim- 
tucked, to 
models for old 


having to special 


appropriate 
Neck- 


were 


son velvet, serve as 


corsets (see photo). 


laces for those crimson covered ngures 


[Please turn to page 62] 
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If Winter Comes... 


Can Cottons Be Far Behind? 


ITH INCREASING emphasis being 

placed upon display of high fashion 

apparel in our windows, probably 
because this merchandise lends itself so 
easily to dramatic treatment, displaymen are 
inclined to be satisfied with the old-tash- 
ioned methods of presenting cotton apparel 
and yard goods. Not so is H. P. Jul 
Nielson of Bulwayo, Southern Rhodesia, 
display director tor Greaterman’s, who cre- 


ated in the five windows pictured here one 


From Southern Rhodesia comes 


this award-winning promotion 


of cotton apparel and yard 


goods .. . Every window shows 
avid imagination, workshop 


ability, merchandising _ insight 


of the finest promotions of cottons that 
we have seen for some time. 

Not only are the windows esthetically 
attractive, interesting and colorful, but they 
are essentially sound merchandising. They 
show an active imagination coupled with 
inventive handling of basic display materials 
and considerable ability in the workshop. 

The large letters spelling cotton in the top 
window were three-sided to give them a 
solid appearance. Each letter is painted in 
a different bright color while the mannequin 
next to each is dressed in a matching cotton 
frock except for the gentleman seated in 
the large “O,”’ Merchandise on the floor is 
also in the appropriate color groups. To 
achieve a shadow effect in the background 
behind the letters a spray effect outlines 
the painted black shadows at various un- 
real angles. All merchandise is_ price- 
marked. 

Below this photo is the window promoting 
“British Cottons Cool as a Breeze.” The 
yacht was made entirely by Mr. Nielson in 
the store workshop, including all the smaller 
details and fittings. The deck is covered 
with light wood-grain paper; the cabin has 
a white coach roof and dark wood-grain 
side. All fittings supposed to look like 
metal are painted aluminum, including port- 
hole trames. The sails are made of calico 
pasted on cardboard for stiffness. Narrow 
brown paper tape is used to represent 
stitched sections on the sails. The hull and 
its beaded edge are painted white. Seats, 
deck, hull, cabin and hatch are made from 
wood, cellotex and thick cardboard. Photo- 
graphic paper was used for the panoramic 
sea in the background. The sky was painted 
light blue with sprayed cloud effects. A red 
and white lifebelt is to the left side of the 
window, with the theme contained on the 
scroll mounted to a flagpole. 

A very unique way of presenting fabrics 
is the remaining display on this page, which 
utilizes an artist's palette covered with light 
wood-grained paper posed against a back- 
ground otf rosewood slats. The paint tubes, 
painted aluminum, have correctly matched 
color spots consistent with the cotton mate- 
rial pouring out of them like oil paints. The 
paint box is covered with dark wood- 
grained paper with white interior, with the 
tubes resting on the correctly formed base, 
painted white. Large wooden brushes, also 
covered with the wood-grained paper, have 
aluminum painted tops and actual bristles. 
The entire background and floor is black. 
It would take a color photo of this display 
to represent the full effect it created. 

In the bottom photo, opposite page, the 
dancing figures holding British flags aloft 
are painted grey with soft green-colored 
spun glass hair. The finger nails and shoes 
are finished in a pearl color. All the stiff 
petticoats are in white as are the cut-out 
letters “Cotton from Britain.” Showcards 
are in appropriate green. Again the back- 
ground and floor are covered entirely in 
black. Articles are all price-marked. 

Above this display is seen a_ successful 
appeal to thrift and durability for cotton 
goods. A large washboard stands to the 
right, the corrugations painted aluminum 
with the frame covered in light wood- 
grained paper. Two large Surf “sample” 
packets promoted the washability of the 
cotton. The thick rope suggests the wash 
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line, with pegs holding a length of draped 
material issuing from a washtub containing 
other pieces of cotton. A long strip with 
the wording “British Cotton you can WASH 
and WASH and WASH hangs in front of a 
group of materials. 

These five windows constituted Mr. Niel- 
sen’s entry in a British Cotton Week contest 
during September sponsored by the British 
Cotton Board and it won first prize in the 
competition. 

Mr. Nielsen won second and third prize 
in a similar contest sponsored by the South 
\frican Wool Board earlier this year. 

His talents prove that the highest type ot 
the display art is as much dependent upon 
the imagination, initiative and ability of the 
individual displayman as upon the use of 
custom-made display accessories. Ready-to- 
install properties should only enhance a dis- 
playman’s original idea by supplying him 
with expertly manufactured props he could 
not produce as well or even as economically. 
They cannot be expected to take the place 
of creative thinking on the part of the dis- 
playman. 


Rich Woods Theme 
Of Thall Displayers 


Combining finely finished wods with brass 
and chrome, Thall Plastics and Metals Co., 
New York City, is promoting a new type of 


states that architects 
combinations of fine 
woods for store design. This line will be 
on exhibit at December Market Week. A 
new catalogue, “Plastic Displayers” is avail- 
able by writing to 139 Duane street. 


displayers. The firm 
are suggesting all 
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1959 Valentine Promotion 
Gets Big Boost 

Many top retailers in every field, are 
planning to initiate their special Valentine's 
Day gift promotions with special windows, 
interior displays and other media starting 
February 1 to provide a two-week selling 
period and build greater interest and impact 
for the February 14th Valentine date. Post- 
ers and promotional materials to 
stores in their endeavors are available from 
Official Valentine’s Day Council, Inc., 124 
East 40th street, New York City 16 


Colored Egg Shells 
New Scatter Material 

Samples of colored dyed egg shells were 
mailed to various display material distribu- 
tors throughout the country recently by 
Household Distributors, Oakland, Calif. 
Used as scatter material for window dis- 
play, the firm claims they create an interest- 
ing irregular pattern possessing depth and 
dimension. They come in six colors. In- 
quiries should be made to the firm at 1846 
Foothill boulevard. 


assist 


Morrisons Open 
New York Office 


Frank B. and Clivia Morrison, formerly 
owners of Blakie-Morrison display studio 
ot Toronto, Canada, for the past ten years, 
have established their new studio, known 
as the Morrisons, at 40 W. 18th street, New 
York City. The Morrisons have done num- 
erous Christmas animated window displays 
for such Canadian stores as Simpson's and 
T. Eaton Company. 





Made to Order 
for 
Made-to-Order 


DISPLAYS 


ENGRAVE YOUR OWN DISPLAYS 
with UNSKILLED LABOR 


‘The NEW HERMES port- 
able ENGRAVOGRAPH is 
specially designed to make 
small signs and nameplates 
quickly and easily, individ- 
ually or in small numbers. 


Make ideal displays for 
DISPLAY THEMES 
SPECIAL PROMOTIONS 
MERCHANDISING TIE-INS 


BEAUTIFUL EFFECTS can be obtained 
with a variety of materials — lami- 
nated plastics, plexiglas, metals, 
etc. Use a rainbow of colors too! 


EASY TO DO with unskilled labor, 
because of NEW HERMES tracer- 
guided principle. 


SAVES TIME—set the machine up in 
minutes, do beautiful, professional 
work quickly. Keep up with fast- 
moving display and merchandising 
developments. 


me.” 
TIL mL UO MILL LTT an Ta ae 
13-19 UNIVERSITY PLACE NEW YORK 3. N.Y 


PLEASE send me your 
28-page Catalogue DE-!. 


Name 


Address 
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—Ghost stories were absorbing the intrepid judges and Springs Mills officials shown above. Left to 
right, they are: Frank X. Kiefer, editor, Department Store Economist; William A. Kirk, Springs’ vice- 
president for sales; Lester Gaba, Fairchild Publications; Miss Virginia Roehl, DISPLAY WORLD; Gene 
Bennett, Linens and Domestics; and Norman Wynroth, advertising manager for Springs. They were 


selecting the winners in Springmaid's annual window display contest, this year centering around oa 
ghost theme and the slogan, “Prices so low they're downright spooky’ -— 


—Rudolf Jacobi, who, together with his 
wife, Annot, have created many artistic 
backgrounds and panels for some of 
America's outstanding department stores, 
is shown at work on his por'rait of 
Pablo Casals, the world famous cellist 
and philanthropist. This portrait was 
painted in April, 1958, at the home of 
Casals in San Juan, Puerto Rico. Its 
American premiere was at the Vera 
Luzak Gallery in Cold Spring Harbor, 
Long Island, N. Y., which also featured a 
sculpture exhibition by their daughter, 
Stella, and architectural drawings by 
their son, Frank— 


—Returning from two weeks in Europe where 
they visited the World Fair at Brussels and 
toured Paris, as result of their winning a display 
contest sponsored by Dobbs Hat Corporation 
and Sabena Belgian World Airlines, are Mr. 
and Mrs. Arthur Henderson, Wichita, Kansas. 
Mr. Henderson is display director for Henry's 
of Wichita— 


Photographs for this 
page ore always wel- 
come, the more infor- 
mal the better. Ad- 
dress them to Editor, 
DISPLAY WORLD, 


Cincinnati |. 


-—Among the 90 persons who attended the opening “How to Stop a Shopper’ 
panel of the St. Louis Display Guild's fall program were, left photo: Marvin 
Powers, vice-president; Harry Guest, president; Miss Veda Humphrey, record- 
ing secretary; Bruce Barrington, panel moderator, and Mrs. Barrington 

At center is a shot of the crowd in attendance . . . The right photo shows the 
panel in session . . . In addition to Mr. Barrington and the three ladies who 
represented the “buying public’’ were displaymen Gerald Satterlee, Pete Berta 

and Otto Lasche— 











We'll 
be 
looking 
for 


YOU... 


Viz-U-Bilt Merchandisers. 
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_ COMPANY 


BR YSON MICHIGAN 
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NEW YORK CHICAGO LOS ANGELES 
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Vizusell—America's foremost retail merchandising system. 


During the N. A. D. I. Show 
December 7-11 
at L. A. Darling’s New York Showroom 


See the brightest new stars in functional display at Darling’s 
permanent New York Showroom—America’s largest most com- 
plete showing of display and merchandising equipment .. . 7th 
floor Marbridge Building, directly across from Macy’s at 47 West 
34th Street. 


The World's Largest Manufacturer of Quality Display and Merchandising Equipment. 





Seven Deadly Fallacies 
of Sameness in P-O-P 


By L. J. FIDLER, President 
Timely Service, Inc., Brooklyn, N. Y. 


Conflicts in business and creative aspects result in ‘miles and 
miles of monotony" . . . Deadliest sin is complacency—''What was 
good enough for yesterday is good enough for today!" .. . 
Seven steps to combat problem will appear in the January issue 


F A PSYCHIATRIST were able to ana- 
lyze the poimt-of-purchase held, he would 
likely title his report, “Creative Business, 
a Study in Schizophrenia.” For there is a 
tremendous conflict between the creative aspect 
of display and the busimess aspect. There's a 
continuing struggle every day, on every order, 
between the search for fresh, creative 
ideas on one side and the business of making 
a profit every day on the other The 
business side screams, “Do the same thing.” 
By and large, the forces of business have 
won this battle. 


new, 


side. 


Walk down any commercial 
street and you can see for yourself how the 
creative aspect has lost out. In window after 
window you'll see displays that look the same 

slick, good-looking displays, 
sure, but with a look-alikeness that ts 
frightening. Go into any die-cutting and 
hnishing plant — you'll find the same similari- 
ty in 90 per cent of all the displays that are 
being worked on. 

What's so terrible about this?” you ask. 
“So they all look alike, so what?” I say it is 
terrible because it means that we have become 
so involved in producing displays quickly, 
efhciently and profitably that we've forgotten 
WHY we're producing them. And there is 
only one reason, and that ts to sell our custom- 
ers product. But before we can sell his 
product, we must attract attention to it. And 
miles and miles of monotony, in the shape of 
similar looking displays, are not going to at- 
tract attention or interest. 

It's about 
truth 


professional, 


to he 


time we faced up to a basic 
ourselves. We're concentrating 
too much on producing displays and not 
enough on creating for them. The reasons ? 
Kasy. Producing displays makes money, creat- 
ing them costs money. 
as possible on creating. 
Please don’t get the idea that 
production improvements and 
| know they’re absolutely necessary. 


about 


So we spend as little 


I'm against 

development. 
What 
I'm against is the overbalancing of the pro- 
ductive at the expense of the creative. 

It is not an easy problem to solve. In the 
first place, displays are produced along tra- 
ditional lines, utilizing the same expensive 
equipment, the same processes, the same ma- 
terials. Consequently, the results must be 
pretty much the same. The only chance for 
variety comes at either end —either before 
the producing starts — or 


after it is com- 
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pleted. Before production begins, a fresh idea 
or fresh artwork can change the look. After 
production ends, additional processes or tech- 
niques can make a display look different. But 
in between, everything's the same. 

Let’s analyze this problem of sameness 
a littl more. Here are the seven deadly sins 
of sameness, the enemies of creativity. What 
makes this problem so frustrating is that many 
of the sins of 
making a profit. 

The first deadly sin of sameness is OVER- 
VALUING YOUR PLANT. Now it stands 
to reason that anybody that has a plant that 
can produce fine displays in tremendous quan- 


sameness are the virtues of 


tities at a low cost is a very fortunate person. 
And anyone who can look at his plant and 
say “I can out-produce my competitors” is 
in a wonderful, wonderful position. But he 
is not in an invulnerable position. Because the 
very quantity means repetition, and repetition 
is just another word for sameness. The great 
temptation here is for the owner to rely 
completely on his plant instead of on an idea 
that will sell merchandise. To him, and to his 
customer, the quality of his work, or the low 
cost of his product become the only important 
factors in developing a display, which means 
that the creative factors are minimized and 
the mountains of displays that come out of 
this plant have an alarming similarity. What 
the first sin amounts to is placing too great 
a value on the productive factory and too 
little emphasis on the idea factory. 

And this attitude leads us into sin number 
two which is DESIGNING FOR EQUIP- 
MENT. This is a very usual practice in our 
field. I have heard lithographers discussing 
a display problem with their customer in terms 
like this: “Well, if we could work this display 
to fit our 41 by 54 press, we could have a 
large display in full color that would be sen- 
sational.” Imagine trying to solve a display 
or merchandising problem in terms of the 
equipment one possesses, instead of the cre- 
ative terms of analyzing the problem, trying to 
find the best approach, or at least a better 
way than we've done it previously. 

Designing for equipment instead of design- 
ing in merchandising concepts shows up in 
many forms. The salesman talks about sell- 
ing sheets instead of displays. The artist is 
directed to design with a particular type of 
machine in mind. The vacuum formers solve 


all display problems with vacuum formed dis- 
plays. The wire producers solve them with 
only wire displays. The die-cutters find every 
answer in cardboard constructions that neatly 
fit their press requirements. How much more 
original displays would be if we designed the 
display first and then figured out how it 
should be reproduced. Although good equip- 
ment is a practical “must” in P-O-P, equip- 
ment can only produce, it cannot create. And 
to force the creative people to design primarily 
in terms of specific machines means that all 
that will come out is the mechanical output of 
those machines, and that 1s always the same. 

Another deadly sin is the one of ADHER- 
ING TO A SUCCESS FORMULA. You've 
hit on something which has had a tremendous 
reception. Nothing succeeds like success. So, 
next time out, you do the same thing again. 
And once again, it’s a hit. And so, from 
that point on, why bother?; every time the 
situation comes up, out you trot this formula 
for success. 

It's such an way, and so profitable. 
No high priced artwork, no time consuming 
preparation, no sweating out untried = ap- 
proaches. And the selling’s so easy. Just tell 
the customer response has 


Casy 


how great the 
been. 


What's 


things are wrong. 


this set-up’ Three 
First, after you do some- 
thing over and over again, it loses its impact. 


Secondly, you try to force more and more 


wrong with 


situations into your formula, and they just 
won't work because the formula isn't right 
for these other situations. Thirdly, your 
competitors, also looking for the easy way, 
are quickly imitating what you're doing. 

The end result is that the newness 
off, and everything's the same again. 
four — RELYING 
MORGUE. It that every firm has 
a morgue —-old sketches of past successes 
as well as rejects, clippings of all kinds, art 
directors’ annuals, photo services and _ lots 
of publications in the graphic field. This 
morgue is a highly priced asset. In many 
display businesses it is the hub of all creative 
activity. In comes a problem. Off to the 
morgue we rush, on a treasure hunt, looking 
for the pot of gold in the files and clippings 
and ideas of fresher days in our own firm 
and more fertile brains in other firms. 


wears 
Sin number ON A 
seems 


When we rely so heavily on a morgue, what 
are we doing except repeating what we've 
done before, or what other people have done 
before? No, no, you say, all we use the 
morgue for is to start the ball rolling. But 
instead of being only a starting point, too 
often the morgue is really a finishing point. 
It’s the enemy, the stifling agent of originality. 

And in a different disguise, but with the 
same result, comes sin number five, which is 
CONFORMING TO WHAT'S’ BEING 
DONE IN THE FIELD. 

They're doing pole displays in the super- 
market field so let’s do pole displays. Jumble 
bins are the thing im liquor stores so let’s 
do jumble bins. Vinyl plaques are big for back 
bars so let’s do vinyl plaques. There’s a 
trend to light robbers, let's get some light 
robbers. And so imitation replaces creation. 
Conformity keeps us doing the same thing 
as everybody else is doing. 

Sin number six — OVER-CATERING TO 


[Please turn to page 94] 
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BUT WE ARE SO BUSY PILLING 
ORDERS FOR KEY POLES* AND 
GETTING READY FOR THE N.A.D.I. 
SHOW WE JUST DONT HAVE TIME 
TO WRITE COPY FOR THIS AD... 
HOWEVER, A CALL TO US OR ANY 
OF THE AUTHORIZED JOBBERS 
LISTED BELOW WILL INSURE THE 
PROMPT HANDLING OF YOUR ORDER 


See kS IN SPACE 
201 AT THE 
NEW YORK TRADE 
SHOW BUILDING... 
DEC. 7th THRy 11*h 


~ & PATENT PEN DING 


TRACE MARK REG. 





ae Manufactured only 


CREATIVE PROMOTIONS OF” CALIFORNIA 
3820 GROVE STREET, OAKLAND 9, 


 Bestern Distributor 
EMPIRE DISPLAY MFG. S @ <- ue C¢. 
CALIF. 45 WEST 34th STREET, NEW YORK 1, WN. Y. 





DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 
ANCHORAGE DALLAS LONDON, ONTARIO MONTREAL, P. 9. 
Tri-Ad Fixture & Store Supply Marshal E. Moody Co. Madison Display Hollinger Displays 
2205 Sunrise Drive 1106 Jackson St. Wellington & York Sts. 1449 St. Alexander St. 
CHICAGO 
The Fixture Mart DENVER 
314 W. Jackson Bivd. Decorative Materials & 
CINCINNATI Sales Co. 


SAN FRANCISCO 
Syivan Cohen Displays, Inc 
254 Sutter St 


NEW YORK SEATTLE 
Empire Display Mfg. Co.., Ross Display Materia! Co. 
45 W. 34th St. 1409 Seventh Ave. 


LOS ANGELES 
Decter Mannikin Co. 


General Display Co. 
25 Opera Place 
CLEVELAND 

Standard Displays Co. 
1397-99 W. 9th St. 
COLUMBUS, OHIO 
Paul Lugger Displays 
2781 West Broad St. 
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i51S Arapahoe 
FRANKENMUTH, MICH. 
Bronner Display 
121 East Tuscola 


HONOLULU 


Bader's Display House, Ltd. 


1049 Alakea St. 


1958 


1000 S. Los Angeles St. 


LOS ANGELES 
Syd Jackman Co. 
822 S. Los Angeles St. 


LOUISVILLE 
Myers-Thompson Display Serv. 
319 West Main St 


OKLAHOMA CITY 
E. B. ‘‘Jack’’ Castle 
21 W. Main St. 


PHOENIX 

Model Manikin & Display 
Service 

1405 E McDowell Rd 


VANCOUVER, 8. C. 
King Agencies, Ltd 
114 Water St. 


WICHITA 
Grove Displays, Inc 
1519 E. Second St 








Displaycraft, with young man 
at its helm, shows it's possible 
to design effective ‘'selling’ 
displays for travel . . . Field 
rapidly advancing with air- 
plane industry 
PECIALIZING in creating displays tor 


the travel industry and particularly aur- 
’ 
; 


New 


ines, Displaycratt ot York City 
is a young firm going places. Behind the 
four-year-old firm's rapid advance 1s a 
young man who has combined his display 


and exhibit designing talents with his youth 
li travel to tar oft places. He is 


Alex Kautman. 


more ot Europ 


ful desire te 
onlv 30 vears old, who has 
Mid 


nis age 


: : e 
odapiy seel and the 


dle Kast than active traveiers twicé 


(Opening the firm he tounded 


way tor the 


number otf 


uur years ago was the large 

reign carriers and domestic lines which 
ened new and modern offices in New York 
City, most of them concentrated im an area 


around Rockefeller Center and Fifth avenu: 


Streamlined in decor and designed to pri 
customer 
Kautman found 


** 


vide the prospective 
modernity, 


“hunting ground 


with an at 
mosphere 
there his 

Equipped with knowledge of publicity and 
public relations acquired at City College ot 
New York New York 
having traveled extensively, he began to 
that he could 
“selling” displays tor them. 
Kautman believes that 
most promising field of visual pri 
since the airplane industry and with 
held is 
and advancement. 


and university, and 


convince these firms desig 
effective 
Today, he 1s ser 


ing the 
travel experiencing rapid 
growth 

The travel promotion display business has 
apply to the display 
field in general, Kaufman claims. He heads 
theme 


its problems which 


Twey categories. and 





Selling Travel With Display 
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W het it 


Kautman ex 


comes to theme, 
plains that, since travel is an intangible 
commodity, the actual merchandise cannot 


be displayed; theretore the whole subject 
must be presented visually. 

“The 
New 


ness 


major market for air travel trom 
York City today is the Atlantic busi- 
and domestic flights to Miami and 
Calitornia. Atter learning ‘where we are 
flying, in other words what the subject is 
and 


what we have to sell, it usually breaks 


—Displays pictured here by Displaycraft are 

. . Top, for Qantas, Australian Airlines, Fifth 
avenue, New York City, uses theme Around the 
World, indicating special services featured if 
taking baby along . . . Bottom, for El Al Israel 
Airlines, Rockefeller Center, New York City, 
explains benefits of stop over at no extra cost, 
with stickers treated in different colors mounted 

on colored burlap panels— 
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i Le Wea Selo You and your Baby 





down into three points: Destination, equip- 
ment and service,’ the displayman says. 
“This is where the ingenuity of the travel 
Land- 
marks in Europe are overdone and he must 
find treatment tor the old, 
known places, such as London, Paris, Rome 
and Athens. He must indicate them with 
newer type landmarks, which have to be, at 
the same time, typical enough for John Doe 
to identify 


display designer is put to the test. 


new ways of 


a glance, and must be 
attractive, colortul and dignified enough to 
fit into the overall decor of the firm 
sented.” 

Since the major carriers belong to IATA, 
the International Air Transport Association, 
which apples strict rules as to rates, bag- 
gage allowances, etc., (there is not much 
left to convince the traveler why he should 
choose this airline over the one next door, 
Kautman explains. The equipment, the type 
ot plane and its speed “to get you there,” 
and naturally the service and the friendly 
treatment you are to receive “from the min- 
ute you step aboard” 
he adds. 

Proot that Displaycraft is successful in 
its treatment of these selling points is the 
reaction to one of its displays at an air- 


them at 


repre- 


are the selling points, 


line ticket agency in the Times Square area 
ot New York City. Sales went up more than 
30 per cent in a short time for space to 
California and Hawaii. Quantas, Australian 
airline, sold tickets to London and to the 
South Pacific, a lesser known travel area to 
New Yorkers, strictly as a result of win- 
dow displays. Kaufman admits that he was 
surprised a bit “since you actually do not 
expect people to come in immediately upon 
seeing the display and buy trips, but to plug 
it for later reference.” 

Many of the ideas, themes and copy for 
the displays are conceived by discussing 
the coming promotions with public rela- 
tions and display representatives of the 
clients. Kaufman gives particular credit to 
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J. Peter Brunswick, public relations director 
for El Al Israel airlines and Miss Joyce 
C. Chives, public relations and display of- 
ficer for Quantas, who have contributed a 
great deal to the success of the displays. 

Facing the budget problem, Kaufman ex- 
plains that his particular problem is how to 
produce a high quality standard display 
original, imaginative and clean-cut, utilizing 
new and novel materials whenever possible, 
and still make a profit. “How to do this ts 
our trade secret,’ Kaufman persists, “but the 
fact remains that we maintain a very eff- 
cient shop; we have never tailed a deadline, 
and our rent and phone bills are always 
paid.” 

Displaycratt undertakes only custom-de- 
signed-built-installed displays and exhibits, 
portable or permanent. In addition to serv- 
icing airlines, steamship companies, and a 
number of travel organizations, Displaycraft 
is entering another upcoming field tor dis- 
plays, the savings banks. 

Savings banks all over the country are 
trving to attract depositors through special 
gitts and high dividend rates, and that is 
where display comes in to tell about all the 
nice and beautiful things one can achieve 
if one saves regularly, Kaufman explains. 

Kaufman, who was born in Mannheim, 
(germany, spent a large portion of his early 
lite in Israel. He attended art and business 
schools there and in Rome and London. In 
the display field, he started as an appren- 
tice in the display department of Eckman’s 
Department Store, Tel Aviv, Israel, and as 
assistant display manager of Hefzi Bah De- 
partment Store with five branches in major 
cities of Israel. 

After serving with the Israel armed 
forces, during which time he drew carica- 
tures and cartoons tor Israel newspapers, he 
continued his display work for several firms 
throughout Europe and Israel, and continued 
to travel throughout Europe, studying var- 
ious types of window and interior display 
techniques. 


Functional, Decorative Aids 
Exhibited by Ballin 

As result of an extensive survey of the 
kastern Seaboard states, Jean Ballin De- 
signs reports that displaymen are favoring 
display pieces that serve functional — yet 
decorative — purposes. Keeping this trend 
in mind, Ballin has designed her new spring 
line, which will be exhibited at December 
Market Week, December 7-11 in New York 
City. The line will be displayed in Room 
329 of the New York Trades Show building. 


Holzer Joins Staff 
Of Potential Unlimited 

Siggi Holzer, store engineering special- 
ist, has joined the sales staff of Potential 
Unlimited, Inc., 105 Hudson street, New 
York City, as representative in midwestern 
states. Mr. Holzer is qualified to offer 
stores a complete service in fixturing layout, 
the firm states. 


Harry C. Cohen 
Dies at Pittsburgh 

Services were held October 31 for Harry 
C. Cohen, 69, owner of the Harry C. Cohen 
Co., display equipment firm of Pittsburgh. 
Surviving are a son and four sisters. 
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FOR SPRING AND SUMMER 
SEAMLESS 


Bulkton Adds 5 NEW COLORS 


To Complement — Contrast — Harmonize 
with the NEW 1959 Fashion Colors 


Plan to Attend Display Market Week 
at New York Trade Show Bidg., DECEMBER 7-11 


SEE the Bulktow EXHIBIT in SPACE 207 


ma Quality chins ‘ 

















SEAMLESS 


Available in the following 


@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 









































Dont Be Switched . _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 























Write for Free Color Card .. . Jobber Inquiries Invited 


BULKLEY DUNTON & (O., INC. 


Bulkton Display Division 
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Practical Display Suggestions 
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tor Every 


HE WRITER recently made a trip to 

to Bridgeport, Conn., to inspect a new 

store building specially designed to 
sell carpets and rugs. The owner, Andrew 
Rosinger, now operates a downtown Bridge- 
port store and plans to move to this fine new 
store which is located in a suburban shop- 
ping area. 

A seale fixture lay-out was designed on 
the job, so that some of the on hand units 
could be embodied in it along with all the 
necessary fixtures and special floor and side 
wall treatments. 

The sketch at the top of this page shows 
a view of the store entrance area and here 
all the displays are designed to give the 
customers entering the proverbial red car- 
pet treatment. 

(A) These are SEE-THRU dividers used 
as feature display units in front of all the 
windows and also in the various depart- 
ments for spot displays. 

(B) These are brick planters installed to 
dress up the entrance. 

(C) A unit built out of plywood finished in 
a natural trosted effect for the display of 
sample rugs. 

(D) This length of side wall is to be con- 
verted into a large shadow box inside 
lighted so that eye catching carpet displays 
can be installed in it that will be visible 
trom the sidewalk. 

(E) Two plywood cabinets used to hold 
carpet and rug samples, etc.; the units are 


also finished in the natural trosted wood 
effect. 

(F) This merchant uses the phrase “A 
WORLD OF CARPET” in all his news- 


paper advertisements and we designed this 
effective unit to be suspended trom the ceil- 
ing; it will revolve slowly activated with a 
small electric turntable. 

(G) These are on hand roll carpet 
players lined up along the side walls. 


dis- 


(H) The baffle or over side wall fixture 
areas will be treated with photo blow-ups 
showing interior room settings, etc. 

Note the modern desk and chairs; this 
space is provided so that any salesman can 
seat a customer in comfort to show samples 
and write up the orders. 

(FIG. 1.) This detail how the di- 
vider units can easily be constructed out of 
lengths of pine board. Note how suitable 
holes are drilled so that one or two expan- 
sion poles can be inserted to hold the units 
in any required position. 


show Ss 


The sketch at the lower right shows the 
assembled unit complete with a low base 
platform on which a piece of attractive car- 
pet can be featured along with a smart mod- 
ern design table and other accessories. An 
attractive mannequin can always be used in 
these carpet displays to enhance and provide 
the necessary appeal. A pegboard panel 
can be attached at the right on which addi- 
tional rug and carpet samples can be dis- 
played. 


Working on these plans made a very in- 
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Store By JIM KILEY 


teresting project and we hope to be able to 
secure some photographs when the job is 
completed to feature in another article. 

Now, at this point I would like to digress 
and write about another matter of interest 
to all displaymen. During the so called 
“recession” some of my friends in the dis- 
play departments of large stores mentioned 
that they had heard talk and rumors of 
payroll cuts which brings to mind a story 
[| read recently: 

Three retail merchants were having lunch 
together and one said “My business is off 
and [ plan to cut my payroll’ and the other 
answered, “Mine, too; I intend to reduce 
my non-selling departmental expense.” The 
third merchant said, “I find that business 
can be secured if we only go after it with 
more advertising, more display and a train- 
ing program for all our sales people 
why don’t you fellows stop your watches 
and save a little time, too.” 

I have been in the display business a good 
many years and | charge all new members 
in this profession to carry on the fight 
for more recognition relative to the part 
display plays in securing business and mak- 
ing sales and a higher net profit. 





McCarter Joins Sales Staff 
Of Decorative Plant 


John D. McCarter, Orlando, Fla., has been 
appointed sales representative for the 
Decorative Plant Corp., New York City. He 
will cover the southeast as far north as 
Richmond, Va. Mr. McCarter replaces Julius 
Polack, veteran 
plans have not been announced. 
many display friends in the south Mr. 
McCarter advises that he will continue to 
maintain his residence at Orlando. 


tuture 
To his 


salesman, whose 


Sea Shells Important 
Display Items 

Malros Co., Dover, N. J., suppliers of a 
varied line of display scatter materials in 
a wide range of colors, isemow handling a 
wide collection of shells for display. 
These selected shells come not only from 
our southern waters but from the waters of 


seca 


Japan, Philippines, West Indies, Pacific, 
etc. A catalogue listing the many varieties 
of sea shells is now available by writing 
the company. 

Shneer Promoted 


By |. Miller 









See the 
Bangs, Bows 


& Periwigs 


THAT WILL BE THE 
TOP SPRING FASHION! 
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I. Miller, New York City, announces the 
appointment of Sid Shneer as their display | 


director. Mr. Shneer has been with ([. 


Miller for 14 years and during the last two | 


vears he was the assistant to his predeces- 
sor, H. McKim Glazebrook. Mr. Shneer, 
who studied designing at Pratt Institute, 
will direct the fabricating for windows and 
interiors of 15 I. Miller outlets throughout 
the country. Mr. Glazebrook has not an- 
nounced his plans. 


N. Y. TRADE SHOW BLDG. 


DECEMBER 7th - 11th 
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andel’s African Holiday 


Dark Continent in Pastels 


Mannequins with jungle animal 

heads ... palm trees... a 

life-like gorilla, safari movies 

... All combine for successful 
color promotion 


AST FEBRUARY you could catch a 
safari at any corner and celebrate an 
“African Holiday” as you entered Fan- 
del’s Department Store, St. Cloud, Minn. 
“Darkest Africa” was submerged under a 
color promotion of four pastel colors: desert 
sand, African sky, pink dawn and tiger 
lily. Fashions featuring these spring colors 
were featured throughout the store and in 
the windows, where mannequins sported 
heads of favorite jungle beasts in the com- 
pany of roly poly pigmies made from gourds. 
Merchandise from hats to shoes was 
available in these colors and one color was 
featured each week of the promotion. Jun- 
gle atmosphere was achieved throughout 
the entire store with most emphasis on the 
main floor, where jungle animals perched on 
all the pillars. Each side of the pillars was 
painted with a promotional color as was 
each of the steps of a stairway leading to 
the balcony. 
Travel posters were used extensively and 
a large ledge centrally located on the main 
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floor was decorated with large green palm 
trees and a life-size gorilla. Monkeys dan- 
gled from ceiling turntables. In the center 
was a large cutout of Africa painted in 
the four colors, dramatically identifying the 
promotion as “African Holiday.” 

Aside from the main displays, all depart- 
ments had small palm trees, about 10 inches 
high, with their promotional merchandise 
being displayed on counters and in shadow 
boxes. All salespeople wore safari hats, 
also painted in the four colors. Each hat 
bore a banner proclaiming “African Holli- 
day.” 

A colored satari movie of Africa was 
shown three times daily in the decorator’s 
studio, open to the public. 

The advertising department joined in the 
giant merchandising event with continuous 
advertisements, some in color. Small teaser 
ads preceded the promotion. 

According to Thomas J. Meyer, display 
manager, a lot of curiosity was aroused 
among the customers and it was fun watch- 
ing the reactions of them, especially those 
passing the windows and seeing the man- 
nequins topped with the animal heads. 

Preceding the colorful four weeks was a 
costume and dinner party tor the store em- 
ployes, with prizes being awarded to people 
having the best costumes or portraying the 
best little skit, etc. A live monkey, included 
among the guests, helped to generate enthu- 
siasm which seemed to be maintained 
throughout the entire promotion. 

Coming as it did, when store volume is 
normally hard to get and also when all de- 
partments look quite drab in contrast to 
the gay, bright Christmas decorations re 
moved not very long before, the manage 
ment has vociferously proclaimed “African 
Holiday” a huge success and a lot of fun 
along with the hard work. 
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DISPLAY IN THE SAN JOAQUIN 
VALLEY 


[Continued from page 39} 


In Fresno, about 102 miles north of Bak- 
ersheld, and which is located in about the 
center of the state, Gottschalk’s carried an 
extensive girdle and bra promotion. Miss 
Barri Amoni, display director, suspended 
wrought iron squares in the girdle window. 
Red containers used for the merchandise 
and individual roses were applied to them. 
Three black forms displayed the girdles. 
One was attached to the uppermost square, 
another sat on a white cork balustrade and 
the third on the floor to the extreme right. 


From about the center of the composition, 
black strands of varn were stretched in flair 
fashion to the floor and ceiling. The balus- 
trade was accessorized at its base with 
more girdles added to complete the scene. 

A: testive mood through hand-painted 
fabric screens of ballet dancers was estab- 
lished in the bra windows, not shown here. 
The predominating colors of the screens 
were turquoise, yellow mm another and pink 
and white in the third. Miss Amont sus- 
pended these along the back wall and 
swagged strands of white pearls among 
them for added elegance. In a dance posi- 
tion, a mannequin dressed in one of the bras 
and a chiffon skirt effected extreme femt- 
ninity. On the floor, in the foreground, a 
form adorned each end. One was dressed 
in black and the other in a white bra, and 
others surrounded them on the floor. 

\t Coffee’s - Fresno, fall men’s suits and 
accessories brought the new season to the 
attention of the shoppers. Cliff Robertson, 
display director, centered his window with 
two men’s mannequins completely attired. 
The right portion featured tones ot blue 
and the left that of brown. A deep blue 
felt background accented the blues and a 
deep brown the other side. The well-known 
Hart-Shaffner and Marx insignia was ap- 
plied to the felt and was aiso framed and 
hung between the two fall mannequins. Cliff 
then inserted an oblong plateau with brass 
risers in each section. A suit torm and ac- 
cessories were on them and throughout the 
window, each side equally dressed for a very 
well-balanced window. 

A very striking campus promotion greeted 
shoppers at Rodder’s Mademoiselle where 
Scott Young is the display director. Using 
a tone-on-tone motif with jargon out of 
this world, yet so apropos for the campus 
crowd. His theme read “Rocket ship tor 
campusphere leaving from R. M. Orbiting 
in... ” This was then followed by the 
words “Mercury Blue, Mars Red, Venus 
Green, Neptune Orange, Jupiter Brown or 
Pluto Purple,” depending on the color ot the 
merchandise in the window. 

White plastic model ships revolved around 
the fashions with the assistance of a turn- 
table. A copy of Mademoiselle magazine, 
with which this was a tie-in, was opened 
to the photo depicting the window scene. 
On the right, a futuristic shaped table held 
accessories, and additional ones were placed 
on the floor. The photo here shows blue 
clothing against a blue paneled background. 
This was washed with blue lights for added 
vividness, and the clothing was displayed on 
two mannequins 
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The Bliss SEELINGRILL revolutionizes 


space without cluttering the floor. 











Practically every branch store built within 


EXeter 2-3890 





= 


all con- 


cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 


the last five 


years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 





The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY |, NEW YORK 


*T.M. 
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SPAC 


By JACK CLINTON 


Displayman Don Woodward 
links together designers’ con- 
cepts of men's fashions to 
come with present accomplish- 
ments in field of space exploro- 
tion ... Convair provides scale 
missile, satellite 


ESIGNERS’ concepts of the “Space 

Age” wardrobe for men were com- 

bined with models, photographs and 
drawings from a major missile manufacturer 
to create an attention-getting four-window 
display for Jacobson’s in San Diego, Calit., 
“The Space Capitol of America.” J 

Don Woodard, the store's display man- 
ager, created the display when Jacobson’s 
secured San Diego rights to show the cloth- 
ing collection designed by the International 
Association of Men’s Clothing Designers for 
last winter’s convention of the National As- 
sociation of Retail Clothiers and Furnish- 
ers. 

The 16 outfits in the “Space Age” ward- 
robe have been on display elsewhere in the 
nation but Jacobson’s was the first firm to 
show the apparel in a window with actual 
reminders of what is being done in the field 
of space exploration. 

Convair Astronautics, the San 
based division organized by General Dy- 
namics Corp. to develop and engineer de- 
vices for exploring and traveling in space, 


| iego- 
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agreed to cooperate with the clothing store 
in the promotion. 

“We felt that San Diego's role in the 
exploration of outer space warranted bring- 
ing the collection here and displaying it 
with the products of our city’s space scien- 
tists,” said Milton Roberts, executive vice- 
president of Jacobson’s. 

Mr. Woodard’s four windows included an 
8-foot scale replica of the Atlas interconti- 
nental ballistic missile and a model of a 
manned satellite designed by Convair As- 
tronautics scientists. 

The designers’ ideas of what men will 
wear in the Space Age, coupled with the 
models, photos of existing Astronautics 
space projects and drawings of future con- 
cepts resulted in “very favorable reaction” 
in the space-conscious city, Mr. Roberts 
said. 

The windows on San Diego's main busi- 
ness street attracted much attention and 
drew considerable trafhe into the store, in- 
cluding some people seeking to purchase 
the attire. The clothing exhibit was for 
display only. 

The display, which occupied all of Jacob- 
son's men’s clothing windows for one week, 
was announced in 5 column by 6-inch ad- 
vertisements in two San Diego daily news- 
papers. Mr. Woodard was aided in its ex- 
ecution by his assistant, Charles Lentz. 


—Don Woodard, left, display manager of 
Jacobson's in San Diego, Calif., shows one of 
his four “Space Age Fashions” windows to 
Milton Roberts, the store's executive vice-presi- 
dent. This window included an eight-foot scale 
model of the Atlas intercontinental ballistic 
missile manufactured in San Diego— 


... Jacobson’s Displays 
Future Man's Wardrobe 


South Pole Display 
Promotes Camera Sales 

Striking realism is achieved in a window 
display at Woodward & Lothrops, Wash- 
ington, D. C., depicting U. S. Navy military 
photegraphers using Bell & Howell motion 
picture cameras at Naval Air Facility, 
McMurdo Sound, Antarctica, in the “Opera- 
tion Deep Freeze” project, as part of the 
International Geophysical Year program. 
The cameras are the first professional mo- 
tion picture cameras to operate at the Pole. 
The display has a painted backdrop of Ob- 
servation Hill with Navy R4-D and P2\V-7 
aircraft in flight and Caterpillar D-9 tractor 
train in toreground. Windows credited both 
Bell & Howell and Caterpillar Tractor. The 
store devoted all windows to the program. 
Displays were in charge of Warrant Photog- 
rapher Richard R. Conger, USN. 


POPAI Awards Grant 
To Train Designers 

An annual grant of $1,000 to Pratt Insti- 
tute, Brooklyn, has been initiated by the 
Point-ot-Purchase Advertising Institute for 
the purpose of furthering the interest of 
talented young designers in the creation of 
point-ot-purchase displays, and the career 
opportunities offered in this and related 
fields. 


Brown Succeeds Hughey 
For Cohen Bros. 


New display manager for Cohen Bros., 
Jacksonville, Fla., is Robert Brown, formerly 
of Boggs & Buhl, Pittsburgh. He replaces 
William Hughey, resigned. 
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Multi-stripes and Dots—25° x 48" 

Available in Grass Green striped background 
with Coral Pink and Medium Light Blue Dots 
(D-113) or Dark Blue Stripes with Medium and 
Light Blue Dots (D-114) 


1959 SPRING AND 
SUMMER DESIGNS 


Beautiful designs in bright new colors as only Sayford can 
design and print. 
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Climbing Rose—25' x 48" 


Available in 2 shades of medium blue (D-115) 
or Spring Yellow and Spring Green (D-116) 


Valance: Dark Blue ground with Medium and 
Light Blue Dots (V-120) or Grass Green back- 
ground with Coral Pink and Light Blue Dots 
(V-119) 


Scalloped edge 8" x 45 


Send for your free copy of our new Spring 
and Summer 1959 Corobuff catalog and color chart. 
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Moss Rose—25' x 48" 


Available in light and dark yellow with light and 
dark green folicge (D-117) 


Moss Rose Valance (V-118}) Colors above 
Scalloped edge 8” x 45’ 


DON MILLER, DIRECTOR, COROBUFF DIVISION, FRANK M. SAYFORD CO., GOSHEN ROAD, LITCHFIELD, CONN. 











Spring 
1999 


We're Ready with a 


COMPLETE LINE 


to promptly fill your 
Spring display needs 


Hanging Forsythia, etc. 
Paper & Cloth Ivy 

Paper & Cloth Philodendron 
Paper & Cloth Tulips 

Paper & Cloth Lilacs 

Paper & Cloth Blossoms 
Paper & Cloth Wisteria 
Paper & Cloth Azaleas 
Paper & Cloth Daisies 

Cloth Geranium 





Dogwood 

Cloth Easter Lilies 

Rose Sprays 

Cloth Carnations, Branched 

Cloth Gardenia Sprays 

Cloth Hydrangea 

Small & Large Nylon Butterflies 

36” & 78” Parchment Parasols 

Cotton Lace Parasols & Units 

Cloth Boston Fern Plants 

Natural Bamboo Bird Cages 

Natural Bamboo Poles 

Smoked or Honey Bamboo Poles 

Yucca Poles 

Princess & Other Types Baskets 

18” & 36” White Plastic Fences 

Plastic Flowers & Foliages 

Green Plastic Asparagus Ferns 

Green, White & Colored Plastic 
Adiantum Fern 

Natural & Colored Fish Net 

Seine Nets with Floats 

Adiantum Fern, bleached, 
lavender and yellow 

Asparagus Ferns 

Cedar & Birch Poles 

10° Natural Cherry Trees 


green, pink, 


Many Other Flowers, Foliages and Display Units 


LOUIS SCHNEIDER CORP. 


6 SECOND STREET oe 


Cherry Branches (Crowns) 

Feather Birds 

Grass Mats 

Cocofibre 

Folding Lattices 

24” & 36” White and Redwood 
Wagon Wheels 

Green & Colored Palmetto Leaves 

Cotton & Rayon Roping 

Natural & Paper Stake Vining 

Mercerized Branching Machine Cotton 

Imported-Domestic & Cloth Plants 

Wood Spiral Twist, pine, cedar, yellow, 
blue, pink and lavender 

Reed Twist 12” by 25 

Reed Mats, imported 

Woven Moro Mats 3 by 25 

Wood Chip Blinds 3’ by 6' and 4+ by 8 

Green prepared Phoenix Leaves 
4’ and 6 

Areca Leaves 

Green Prepared Smilax 

Paper Carnations 

Cloth Birch Leaf Sprays 

Sea Shells, Sea Fans, Star Fish 

30” & 36” Woven Wicker Circles 

Colored Sands—W oods—Raffia, etc. 
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NOSTALGIA: LIT BROTHERS 
CELEBRATES ANNIVERSARY 


[Continued from page 47] 


fashioned from the crystal drops off of old 
chandeliers ! 
hackgrounds in many windows, and in each 
window, there was a copy card giving credit 


the manufacturer or manufacturers who 


had loaned the collection exhibited 1m it. 

Some of the feature items included in the 
original millinery designed 
by Edith Head for Paramount’s “The Match- 
maker” in the Millinery 
\ mannequin was dressed to represent Buster 


exhibition were 
Institute's window. 
Brown in one end of the shoe display window. 
the Houbigant cosmetic window was a 
wood and leather coftert which had belonged 
to Marie Antoimette in the 18th century. There 
were also items from Madame Pompadour 
Madame Du Barry, as well as an in- 
voice made out to the “Prince Napoleon” in 
1815 
In addition to the window displays, along the 
street and on the subway level, there were 
fashions of the twenties, worn by mannequins 
poised high along the main aisles on the street 
floor. On the stage in the restaurant on the 
seventh floor was a family group wearing 
costumes of an earlier era; this group a 
repeat of the one pictured in the stores ad- 
vertising supplement with the newspaper. 
According to that ad, when Lits opened 
their modest little shop 6/ : 


promised 


years ago, I 
“the best merchandise at the lowest 
prices and goods exchanged if not satisfactory 


r money refunded.” Continuing that policy 


now are six Lits stores quoting the ad again, | 


“Lits six great stores are first tor value in 
the Delaware Valley.” 

The maim store of Lit Brothers is located 
at Eighth and Market streets and extends the 
full block from Eighth down to Seventh 
streets. Originally, the company started as a 
small shop at the corner of Eighth and Market, 
with a sign on its facade reading: “Hats 
trimmed free of charge.” That still carries 
on, along with Lits’ slogan “A great store 
in a great city.” There are a total of 58 win- 
dows tor the store. 

The other five Lits stores also cooperated 
At the 609th & Lud- 
low store in Upper Darby, where Peter Luci- 


in the anniversary event. 


ano 1s display manager, display set up an 
old fashioned barber shop, in which a barber 


shop quartet sang. It 1s shown here. 


The Lits store at Cottman and Caster in 
North Philadelphia, for which Bill Mitchell 
is display manager, had a display of old 
Saturday Evening Post magazines. The store 
in Camden, N. J., had a display window 
built around old Home Journals 
Philip Murphy is display man- 
ager for the Camden store. 


ladies 
(shown here). 


The other two Lits stores are in Trenton, 
N. J., and in Morrisville, Pa., and all carried 
the advertised sale merchandise. Eugene 
Mydlowski, display manager for both these 
stores, had designed displays that were in- 
stitutional as well as promoting sale items. 

Overall the anniversary promotion was an 
exciting event. Displaywise it was a won- 
Lit Brothers, Mr. Comerford, 
and the display department are indeed to be 


derful exhibit. 


congratulated, on a beautiful success with a | 
mammoth undertaking. 
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Crimson velvet drapings made 


Your New York 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 


promotion Ask for information. Recommended by 
N. R. DO. G. A. 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Display, Inc. 
133 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 
Imports from all over the world 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Bonafide Display & Decorative Co. 
61 West 37th St. WI 7-7965 
ARTIFICIAL FLOWERS 


DISPLAY DECORATIONS 
Display Settings, Novelties, Foliage 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 








Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 


BUYING GUIDE 


Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Christmas Balls, all colors and finishes made 


to order. Finials, Glass and Plastic Prisms, 
Apothecary and Lab. Glassware, Wire Goods. 





A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Manko Fabrics Co., Inc., 
630 9th Ave. (cor. 45 St.) Ci 5-2880 


DISPLAY MATERIALS 


Specializing in imported silks — foils — rayons — 
plastics — ninons — velvets — novelty materials. 





Metropolitan Mechanical Display Co. 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 

MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 





7 West 36th S#. 


Mileo Mannequins 
WI 7-7618 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 





39 East 28th Street 


Miya Company, Inc. 
MU 5-351! 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





6 East Second St. 


Louis Schneider Corp. 
OR 4.3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





39 West 37th St. 


Nat Siegel, Inc. 

WI 7-8485 

MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





498 Seventh Ave. 


D. G. Williams, Inc. 
LA 4.4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


It’s Always MARKET WEEK in New York 








NEW 
YORK 
CITY 


In the environs of this great metropolis 





you will find a diversity of display resources 
without compare anywhere else in the 


world ... and now, as always, you will find 





display creations in every medium that will 
help you give your store the added power 


to make sales climb ever upward. 


SPECIAL SHOWINGS READY FOR INSPECTION 
DURING SPRING MARKET WEEK, DECEMBER 7-11 





IT'S ALWAYS MARKET WEEK IN NEW YORK 





A 
Sth AVE. 
ADVENTURE 
IN 
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Excitement in color, brilliance in 
pattern, brought to life with 
NORTHCRAFT color filters. 
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Our wide range of custom created 
color filters are securely held in a 
rigid rimmed, single unit. 


Our pinks...blush, medium or 
deep, created by us for H. Calla- 
han of Saks’ Fifth Avenue, enliven 
any mannequin with a fresh glow. 


The following is a partial list of 
additional color filters which may 
be used with any standard size 
holder: 





46-2022 Blush Pink 
46-2022A Deep Pink 
46-2024 Ocean Blue 
46-2025 Light Green 
46-2026 Medium Green 
46-2028 Straw 

46-2029 Medium Amber 
46-203 | Daylight 
46-2032 Warm Red 
46-2033 Tangerine 
46-2034 Rose 

46-2036 Lemon 
46-2037 Turquoise 
46-2038 Amethyst 











For further information write: 

NORTHCRAFT LIGHTING CORP. 

Haverstraw, New York 
Haverstraw 9-5366 





She's 13 Stories High 
in Springtime Work 


By LENORE BRUNDIGE 
Fashion Editor, Pittsburgh Press 


Mildred Quarture, Kaufmann's 
first 


“Career in Retailing" to be 


display director, was 


featured in a Pittsburgh Press 


series, reprinted by permission 





ER OFFICE looks as if it had been 
HH accorated for a movie set — neat, 
artistic, in feminine accents of white 

with Wedgewood blue. 
The petite young woman in a size nine 
dress seated behind the desk could be mis- 
taken for an actress, playing the role of a 


| modern career girl. 


Sut the office isn’t on a movie set. It is 
on the 13th floor of Kaufmann’s annex. And 
the little lady is not an actress. She 1s 
Mildred Quarture, display director, who 
holds down a real life, man-sized job. 

The first woman who ever had this title 


at Kaufmann’s, and the only one holding a 
| similar post among Pittsburgh’s “Big Five” 


department stores, her rise to an executive 


| position was accomplished in less than 10 


| penters 


years. 

Under her direction is a staff of 35 people 
in the store and including a crew of car- 
and painters in a work shop on 
Preble avenue, the Northside. 

“IT want to make it clear,’ said the girl 


| with violet-blue eyes, “that I couldn't do this 


_ job at all if I didn’t have such a competent 
| staff. And 
shop, they're not ordinary 
| painters — they're artists: 


the Northside 
carpenters and 
their work is al- 


the fellows in 





ways better than I expect, and I expect a lot! 

Although Christmas decorations will soon 
be up, already she is working on ideas for 
spring. And when spring arrives, she'll be 
thinking about Christmas, 1959. 

She directs display activities on all floors 
of the store, the decorating of 25 windows, 
and all outside displays — such as those that 
will soon be going up for the holiday season. 

One of the most nerve-racking displays 
Miss Quarture planned was the time autos 
were used in windows. This called for split- 
second timing. Pittsburgh Plate Glass em- 
ployes had to remove the huge panes of 
glass. Trucks had to arrive at the correct 
time with autos loaded so the first car could 
go into the first window, the second into the 
second window, etc. 

“Sure, I’ve made mistakes. But in this 
business (merchandising) I always say a de- 
partment head has to be allowed some mark 
downs,” is her philosophic comment. 

A graduate of Texas Women’s university, 
who majored in interior decoration, minor- 
ing in sociology, Miss Quarture is from 
Cuddy, a small town outside Bridgeville. As 
the oldest of three daughters, she had a 
hard time convincing her father she needed 
a college education, so she got a high school 
teacher to plead her cause. 

Her first job after graduation was in de- 
partment store interior decorating, but a 
natural yearning for more activity prompted 
her to take a job in Kautmann’s display 
department. Eight years later she headed 
that department. 

She confesses that at first wondered 
where on earth she would get enough ideas 
to do all the things expected in a big store 
operation. 

“But ideas come trom all sources. I 
think a good selling idea or design is one 
that will be instantly recognized and under- 
stood by a great number of shoppers. But 
if this well recognized idea has no dra- 
matic element of surprise in it, it will fail 
to sustain the interest of the shopper. The 
best ideas are those that cause one to say, 
‘Why didn’t I think of that?” 

Before her is kept a master plan of future 


she 


promotional activities, with window plans 
made three months in advance. 
Travel is one of her delights. Every 


other year she takes a “big trip,” to date 
has been Spain, Portugal, Italy, France, 
Puerto Rico, the Virgin Islands and just re- 
turned from a vacation in Peru. One sum- 
mer she studied Spanish and art at Saltillo, 
Mexico. 

Of her work she says, “I think there are 
few people who really like their jobs. I 
have always enjoyed whatever job I hap- 
pened to be doing at the time. It is the 
most absorbing, exciting thing of the mo- 
ment.” 

Her advice to young people seeking a 
career in retail display is this: ambition, 
willingness to learn, ability to get along 
with people and hard work. 


DISPLAY WORLD 











Valuable Antiques Form 
Saks Display Backgrounds 


New York’s Fifth avenue has seen some | 
amazing window displays, but few more 
dramatic and costly than the $250,000 worth | 
of antiques now serving as a background | 


and accessories for Saks Fifth Avenue. The 


antique pieces selected by Spencer Samuels, 
president of French & Co., leading Man- | 


hattan art and antiques dealer in coopera- 


tion with Henry Callahan, Display Director | 
ot Saks, were intended to complement two 


groups of items — the store’s most expen- 
sive gowns by Sophie of Saks Fifth Avenue, 


and on the 50th street side a group of coats | 


from Saks French Room sportswear. 
Described by Saks as the “most expensive 


group of background objects we've ever | 


shown in our windows,” the displays in- 
cluded a Sophie ball gown in gold and white 


imported brocade, shown against a _ back- | 
ground of French 18th Century pedestal and | 


crystal candelabras and small Louis XVI 


beige satin side chairs, small paintings rep- | 


resenting a Fete Galante by Jean de Pater. 


Other windows included a short white | 


mink shoulder shrug shown against a back- 
ground of Aubusson hangings, pedestal and 


crystal candelabras and gilded Aubusson | 


armchairs; another white mink — shrug 


against a background of gilded Aubusson | 


armchairs and Louis XVI side tables, and 
a long ball gown in white satin with floral 


applique in red tones, plus a black mink | 


shoulder shrug against a background of 
Louis XVI beige satin, gilded chairs and 
bronze scones, 

Probably the most expensive single an- 
tique item is the large Nattier portrait of 


Madame de Ceran, valued at $40,000 as a | 


background for three amethyst cocktail 
dresses. 

On Saks 50th street side, antique items 
included still lifes by Sanches-Cotan, 17th 
Century Spanish painter; a _ portrait of 
Madame de Stael by Beechy, and Trumeau 


mirrors representing hunting scenes. Fashion | 


items shown included green tweed coats with 
green-dyed beaver collars, red and pink 
tweed coats with brown sable collars, black 
and white tweeds with black seal collars, 
and tweed coats with raccoon collars. 
Sales Manager Appointed 
By M & D Store Fixtures 

Robert Liechti, newly elected president of 
M & D Store Fixtures, Los Angeles, an- 
nounces the appointment of Edward O. 
Stevenson to the position of National Sales 
Manager. Mr. Stevenson has been active 
in the store fixture field for 18 years and 
was formerly with Weber Showcase Com- 
pany as Vice-President Store Fixtures Sales. 
Mr. Liechti said that Mr. Stevenson's ap- 
pointment is in line with their expanding 
nationwide sales program. M & D Store 
Fixtures, Inc., has plants located in City 
of Industry, Calif., and Cambridge City, Ind. 


Two Sales Representatives 
Named By Ivel 

Ben Vogel and Tom Apostle have been 
appointed to the sales staff of Ivel Construc- 


tion Corporation, Brooklyn. Ivel is a lead- | 


ing builder of industrial exhibits and dis- 
plays, technical models and training aid de- 


VICes. 
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A 

Sth AVE. 
ADVENTURE 
IN 
LIGHTS... 


A stroll down Fifth 
Avenue, like a stroll 
through America’s most 
fashionable thoroughfares, 
reveals NORTHCRAFT’S 
custom designed lighting 
in New York’s most 
fashionable and 

famous shops. 
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and planned by our 
SSSA. consultants, is but a one 
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Creative lighting, designed 
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Other Fifth Avenue 
Adventures by 
NORTHCRAFT: 
Jay Thorpe 
Russeks 

Milgrim 

I. Miller 

Hattie Carnegie 
Lord & Taylor 
Lane Bryant 
Arnold Constable 


HENRI “BEND! BL 


DISPLAY piR.-L. BARTSCHER 








time investment yielding 
healthy dividends in 
permanent expert display. 
There is no charge for 
consultations. 
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We shall be pleased to 
.— discuss your lighting needs 
with you during Market 









Week, December 7 to 11, 
Room 547. 


NORTHCRAFT LIGHTING CORP. 
Haverstraw, New York 
Haverstraw 9-5366 
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LI) MANNEQUINS, | re-sculptured 

with a rough texture, were used to 

dramatically emphasize the new high 
colors in fall women’s tashions in the seven 
windows of Levy's, Tucson, Ariz., in a recent 
promotion. Display Director Joseph H. 
Schwab took old mannequins, changed the 
legs and arms to more graceful positions, 
and then, with a plaster mixture of his own, 
covered them with a rough texture and 
painted them to perfectly match the colors 
of the famous designer's fashions worn by 
the single accompanying mannequin in each 
of the windows. The textured mannequins 
were placed on stands above and to the rear 
so that the merchandise received tull em- 
phasis. Effective lighting served to not only 
point out the rough finish of the sculptured 
mannequin but to emphasize the woolen tex- 
ture of the featured garment. One of the 
displays 1s illustrated at bottom right. 


At the new exciting May Company store 
in Denver, Display Director Orville McCray 
utilized special art panels created for RCA 
Victor by W. L. Stensgaard and Associates, 
Inc., Chicago, to create a dramatic promo 
tion tor RCA Victor products, The large 4- 
toot-by 8-foot panels are in eight oil colors 
with one accent color in dayglo. These 
are ot excellent fashion art and the colors 
are directly related to the high tashion 
colors now predominant. It is at left center. 


Fred Rude, display manager tor Baskin’s 
ot Chicago tied together his promotion of 
Dobbs hats with the simultaneous advertise- 
ment in Esquire magazine of—“The season's 
smartest shade—espresso.’ A copy of the 
ad appears n the window shown at lower 
left, as well as an attractive display card 
prepared by the Dobbs firm. In addition t 
effective display of the hats, the window con 
tains an assortment of other men’s acces- 
sories, shoes and umbrellas. 


Can-can dancers carved trom blocks of 
polystyrene played a prominent role in the 
display ot ladies’ shoes created tor Dolcis 
of London by Marler Haley Studios, Ltd., 
also of London. The display at top lett 
was intended to convey the spirit of Paris 
in keeping with the current continental flair 
of fashion. The windows were finished in 
various shades of warm pinks and mauve. 
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N.A.D.1. VISITORS 
m beau monde 


division of American Fixture Inc. 
invites you 
fo see the NEWEST GROUP of 


jsted! } 


De mannequins 


at our 
NEW YORK SHOWROOM 
Be’ 4 oe ee od oo ee ed 5 — 


SALMON TOWER BUILDING—-ROOM 1064 


(42nd Street at Fifth Ave.) 


\ 








ee 


ae : 
to get more ATTENTION an — for YOUR DISPLAYS 


So mt 
aH <— 


5 =a SILVER GLASS TINSEL’ 


Unmatched for sparkle... truly economical... nothing, but nothing. 

can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 

And, for displays that glow in the dark, ask about Potters Reflective Sphe res 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 
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four-foot spinning globe . 





—Visitors to the Borg-Warner Exhibition Hall press buttons to produce the sound and sight of a rocket ship being launched . . . Tiny satellites circle a 
. A ten-foot cutaway rocket ship model stands on the right in the photo above 





. « On the opposite side, not shown, 


co button-operated panel shows the heights man has reached and gives the estimated pressures and temperatures from 25 to 280,000 miles up... 
Mr. Bill Stensgaard, right, surveys the scene with Donn Sutton, B-W Director of Public Relations and Advertising .. . The photo at left above shows part 


of the striking exhibits in contrasting chrome plating, stainless steel, copper and plastic that display the industrial products made by the firm 


... Mere, 


a gentleman activates a Morse Chain Cascade by pressing a button— 


Entertain First, Educate Second 


Key 


ee ; . 7 7 . 
KOPLE lots of people is what 
makes an exhibition hall successful 
and worthwhile,” says Bill Stensgaard, 


who has designed and produced participat- 
ng exhibits — the kind people see, push 
buttons and set things into action — for 
more than a quarter of a century. They 


are seen in Rockefeller Center. New York: 
the Museum of Science and Industry, Chi- 
cago Ford Museum, Detroit: and 


from coast to coast as traveling shows and 


and the 


attractions 

Mr. Stensgaard begins with the theory 
that people don’t really want to see exhibits 
for education but for entertainment coupled 


with showmanship: and if they can also 
teach about products and services that’s 
fine but entertain first and educate 
second and you'll attract more people. More 


than 14 million people have seen and partici- 
pated in one Stensgaard-designed exhibition 
hall in New York in the past few years. 

Nearly two years ago the idea and discus- 
sion started as to the possibility of a Borg- 
Warner Exhibition Hall to occupy the corn- 
er location on the street and lower level oi 
the new Borg-Warner building in Chicago. 
First, the reasons for such a project; what 
will it do and how will it benefit both its 
sponsor and the people for which it 1s de- 
signed and operated? 

Mr. Stensgaard points out that too often 
the concept of such an exhibit becomes only 
a trade show and, of course, it fails. This 
Borg-Warner Exhibition Hall represents all 
livisions of the corporation. It is designed 
for use first in terms of public relations, 
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to Successful 


Borg-Warner's new exhibition 
hall demonstrates what is 
necessary to make an exhibit 
attract crowds of people... 
Ideas generated from trip to 
40 plants throughout country 


to acquaint millions with Borg-Warner di- 
In ad- 
both 


visions, their products and services. 


dition, it 1s for trade relations where 








Exhibitions 


and may be shown a 
composite picture of a great organization 
and appreciate more fully the values and 
benefits of coordination of research, facili- 
ties and diversification. It also is for sup- 
plier and employee relations since thousands 
come to Chicago, the center of our nation, 
tor business, conventions and vacations. 

Last but not least, it also is for share 
holder relations. A place where people who 
own shares in the corporation may come to 
see and hear of the products, services and 
research so vital to growth and success. 
A place where they may be shown movies 
in the Little Theatre on the lower level. 
This library will contain films of plants 
throughout the world and information which 
can be shown to one individual or to 100 or 
more people. Also a place for division or 
group meetings. 

After Roy Ingersoll, chairman, and R. C. 
Ingersoll, president, and their executive staff 
agreed such a project should be visualized, 
the next step was taken. Stensgaard and 
his organization were commissioned to pro- 
ceed on plans and rough visuals and a scale 


customers prospects 


[Please turn to page 93] 


—A 40-foot long exhibit dramatically shows 
the large variety of Borg-Warner products and 
product uses in all fields of commerce and in- 
dustry as well as the home ... In the photo at 
left, an attractive young lady hears by tele- 
phone a short explanation of a product dis- 
played in the futuristic glass and steel en- 
closure . . . Large photographs of products 
in use are mounted behind the pylons— 
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. MEET YOU AT THE 

. N.A.D.1. SPRING SHOWING 

° DECEMBER 7-11 

° NEW YORK TRADE SHOW) BUILDING 
; ROOM 339 

: ns? Pe” SEE OURLINE OF BIRD CAGES AND FLOWER CARTS ‘“ve] 
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A fashionable NEW 
collection of functional 
wrought iron and brass 


selling displays and fixtures 


ERROCRAFT 


MORGANFIELD. KENTUCKY 








WE’VE SURVEYED THE FIELD! 


. and here are the questions important 





display directors are asking: 


elS IT DECORATIVE ? 
e lS IT FUNCTIONAL ? 
e WILL IT SELL MERCHANDISE ? 


VALENTINE’S DAY 
EASTER 
SPRING FASHIONS 
CRUISE AND RESORT WEAR 


and other important display occasions! 


JEAN BALLIN DESIGNS 


at SPRING MARKET WEEK | <lm FS . 
ROOM 329 S4 Mew 





SEED 


2] Sj ie), b- 


New York Trade Show Building P.O. BOX 912 
GREENWICH, CONN. 





A new and exciting SPRING LINE has been carefully designed to meet these requirements for . . . 
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tact 
held 
sufh- 
pro- 


nevertheless true, 


the display 


r IS 
that many 
here are handicapped by a lack ot 
ficient training. Likewise, the display 
fession is also handicapped by these 
their job effectively, 


A SAD, but 
persons 1m 


same 
persons who cannot do 
and therefore, keep display from receiving 
much of the respect and recognition due it 
as a protession. 

For a long time the inadequacies in the 
facilities available for the traming of dis- 
playmen have been recognized. Some ef- 
forts have been made to meet this problem, 
but in spite of these efforts display remains 


The dis- 


is a professional person 


primarily an apprenticeable trade. 


playman ot today 


and, as such, should have a professional 
education. 
\ very small percentage of persons en- 


work has the opportunity to 
few schools which offer courses 
For the most part the young 
person begins as an apprentice in a display 
shop in some department store, receiving his 
training from the display director and as- 


tering display 
attend the 


in display. 


This is good and necessary, even 
after some formal schooling in display, but 
it often means that the training received is 
only as good or as poor as the ability of 
the particular display director under whom 


sistants 


he studies 
To find a person with creative talents and 
otherwise for display work is quite 
a task and very careful consideration should 
be given to the selection of suitable trainees. 
There are some men in display work who 
should have been bank tellers, house 
painters or office managers, and they would 
have been happier in those professions ! 
lt requires more than just an interest in 
and an attraction towards display work. 
\ boy in the stock room or a clerk in a 
store may look with envy on the display 
department personnel. Their work is so 
much more interesting than his, and they are 
probably better paid. So, when the first 
opening occurs in the display department, 
he applies tor the job. 


suited 


really 


Or a young boy goes 
into a display department. He looks around 
and beautiful foliage, the dramatic 
masks, the colorful seamless paper, glamor- 
props, and teels the excitement of the 
whirring cut-awl, and exclaims, “This is it. 
| want to go into display work!” 

These boys may or may not make good 
displaymen. But I wonder if they would 
be willing to undergo the rigorous training 
they would have to experience in many 
Kuropean countries. There the normal pro- 
cedure is three years of training as an ap- 
prentice displayman, after which an exam- 
ination must be taken to determine the in- 
dividual’s proficiency. If he passes it sat- 
istactorily he then becomes a junior dis- 
playman and its eligible for a larger salary 
and more responsibiliites — but still is faced 
with several additional years before he be- 
comes a senior displayman and is regarded 


sees the 
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WANTED: 


Inadequate or improper train- 
ing a handicap to the display 
profession . . . Author gives 
advice to those seeking ap- 
prenticeship . .. Old pros can 
be of great service by not 
“keeping good man down" 


as tully capable in his chosen profession. 

It should take fully this long to become a 
qualified displayman in this country. Our 
windows have suffered because many begin- 
ners are not willing to start at the bottom 
and work up step by step. Many young men 
are not content to advance by this method. 
They want to take “giant steps” and reach 
the top by leaps and bounds. This its not 
advisable. They do not have an individual 
style and cannot produce outstanding dis- 
plays unless they copy somebody else’s work. 
They have to bluff. Such a person is han- 
dicapped by his lack of knowledge. After 
all, how can he go into the shop and instruct 
the carpenter, the artist, the window trimmer 
in phases of display about which he knows 
nothing? He can never hope to 
outstanding in his profession. 

I cannot offer a perfect solution to this 
problem, but it is one so vital to the pro- 
dear to all of us, that it should 
be given serious consideration. However, | 
can offer some words of advice to the ap- 
prentice as to how he can make the most 
of this situation and rise above it. 

Betore entering a shop as an apprentice, 
hare some training in art and manual train- 
ing, if possible. In addition to learning the 
techniques of display, the biggest advan- 
tage of apprenticeship in an actual shop is 
the opportunity to learn merchandise. You 
can gain this knowledge only by actually 
handling the article itself. After all, the end 
result of all your training is to present mer- 
chandise to the public in such a manner that 
they will stop, look and buy. 

But there is a vast fund of knowledge 
which you can acquire by going after it 
yourself. I suggest that you study the win- 
dows of your competitors in the display 
held. Walk up and down the street, study 
the layouts and color schemes of the various 
types of windows. If there are obvious 
taults try to analyze them. Notice every de- 
tail of excellent displays. 

Perfect yourself as a carpenter, a cabinet 
maker and a builder of props. If you are 
working in a display department where they 
cannot or will not give you this training, 
obtain it from an outside source, such as a 
vocational school. I recommend this highly 
because more and more department stores 
are going in for building many of their own 


become 


fession, SO 





Better Display Training 
For New Apprentices 


By RUSSELL SHAW, Display Director 
Dickson & Ives, Orlando, Fla. 





props in order to stretch their budget, and 
also to produce more original displays. Even 
if you reach the position where you never 
have to build a prop, you must know how to 
submit intelligent, according to scale plans 
to management or to your Carpenter shop. 
Also get additional outside training in art 
if necessary. 

Develop your own creative imagination. 
When it is lacking at first use other ideas 
have effectively. But, of 
course you start thinking inde- 
pendently as possible. Develop 
your own individual style. 

Remember always to keep your eyes on 
the two branches most closely allied with 
your line of merchandise presentation. For 
example, if you work in a department store 
featuring high women's tashions, 
you will want to be most particular about 
fashions and sales promotion. 

Study all relevant books and periodicals, 
both American and foreign. The subjects 
should include interior decorating, photog- 
raphy, fashion, and anything you can find 
on display. You should do a lot of reading 
on subjects relative to display. Read the 
fashion magazines, house furnishing maga- 
zines and trade journals 

Keep a file on things you read or see done 
in display. Clip pictures of good windows 
and file them by classification and in alpha- 
betical order. 

This instruction may 
but I assure you it is important. Make a 
study of the fine arts. Learn something 
about paintings, sculpture, architecture, per- 
iod furniture, ceramics and the like. 

Never forget that display will never ac- 
complish its real purpose through you until 
you have received a thorough training. Once 
you have it, creating effective displays will 
be as easy as rubbing the magic lamp of 
Aladdin. 

Now a few words to the senior display- 
men. Have you perhaps reached the place 
where you think there is nothing else you 
need to learn about display? Read this ad- 
vice to the apprentice and see if there ts 
anything you should take to heart. 


seen used 


she yuld 


you 


soon as 


class 


seem unnecessary 


I have heard ot some display directors 
who deliberately “keep a good man down” 
because he is afraid he will become good 
enough to become competition for him per- 
sonally. He tries to keep the young man 
a window trimmer year after year, and by 
so doing is not only wronging the youth, but 
the entire display profession as well. We 
need talented men and a display director 
should teach a promising apprentice every- 
thing he possibly can, but still allow him to 
develop his own individual style. 

For the artistic and creative person, 
there is no more rewarding and satisfying 
profession than display. I covet for display 
a place at the top among other professions 
and am willing to do everything within my 
power to put it there. Are you? 
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CHICAGO SALUTES OPERA 
SEASON 


[Continued from page 45] 


between the mannequins held a_ bouquet 
of morning glories and hydrangeas. 


Other windows in the series used dif- 
terent colors. One displayed yellow and 
orange gowns set against a yellow panel; 
another used purple and pink gowns with a 
pink panel: a third used white gowns 
against a purple panel. Carpets in the dis- 
plays were gray, walls were white and light- 
ing was clear. 

Mr. Bradley did six “Winter Violet” dis- 
plays that tied in with a similar display of 
all-lavender fashions. Carson’s, who does 
a wonderful business in import copies, chose 
Suzy Perette line-for-line copies of famous 
designer's originals for their promotion. 
The displays centered around a “winter vio- 
let” piece placed between two mannequins. 
The statue centerpiece was painted a gray 
lavender. Its bowl held fluffy, snowy white 
branches that had numerous dressed violets 
fastened to them. Walls, floors and fashions 
were various shades of lavender. Lavender 
wigs used on the mannequins were selected 
from Carson's Beauty Salon. Partly be- 
cause of their use in displays a large num- 
ber of wigs are sold each month by the 
Salon. 

A series of tour Carson’s “Wait ‘til you 
see what happens on Monday” displays (not 
illustrated) caused someone in nearly every 
passing group of shoppers to read the sign 
aloud. Four mannequins were draped like 
1959 autos in a dealer's show room. The 
white muslin covers were tied at the neck 
and ankle with white velvet ribbon. A pink 
rose was placed on each bottom ribbon like 
a promise of what was underneath. What- 
ever the mannequins were found wearing on 
“Monday,” had a pre-interested audience 
ready and waiting to see it. 


Jack Boghosse, display manager of Gold- 
blatt’s, ran a huge import promotion using 
most of his State street windows. Different- 
sized, different-colored panels stood or were 
hung across the back of each display. Large 
letters, “Import,” jutted atop two ot them 
and were repeated in shadows cast on the 
back wall. The largest panel held travel 
posters while the others served as display 
boards for various import merchandise. 
Other imports were placed on the floor in 
front of the panels. A continental costumed 
mannequin at the far right surveyed all the 
merchandise. Mr. Boghosse’s sign read, 
“From the Far Corners of the World,” tying 
in the panels and all their collective corners 
very effectively with the import theme. 


G. C. Bowen, display manager of Lytton’s, 
consolidated pairs of smaller windows tor a 
series of “Forstman’s French Vanilla” dis- 
plays. The creamy white coats in varying 
models were shown on four mannequins 
spaced across the window. Behind them, as 
if unveiled in an art exhibit was a large 
etching depicting stampeding horses. The 
taffeta veil hung at one side of the etching. 
A pair of 18-inch square signs named each 
display. Hats, shoes, purses and jewelry 
were displayed on shelves behind the glass. 
Draped ribbons at each side of the glass 
centered attention on the merchandise. 
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tive Siri 


is where, UNDER THE SUN, you will find... 
what is NEW. 


Our latest DISPLAY IMPORTS [just now un- 
crated) will be in New York, December 7th 
through the | Ith. 











The NEW LOOK in MEN’S DISPLAY 
with “Vhew Ydeas for the Spring, 


lvy League and Continental Themes 
See us in Room 321 during NADI Market Week 


: a . : 
POTENTIAL UNLIMITED, INC. 


105 HUDSON ST., NEW YORK 13, N. Y. 
Lou |. Wallerstein WoOrth 2-3699 Erwin Reiser 














Second 


Story 
Work 


_.. First Alan 


By DWAINE S. MEEK 


Display Consultant 
Kayser-Roth Corporation 


Display windows on second 
floor overlooking Fifth avenue 
present challenge to attract 
attention of passersby 20 feet 
below . . . Shallow depth offers 
problem . . . Another article 
by the author next month 


HAD ALWAYS thought of second story 
work as strictly for jewel thieves and 
night prowlers until I jomed the Julius 

Kayser Company as display director. Then, 

| tound myselt a night-prowling second story 

man making a pertectly honest living. 

Kayser has a series of seven display win- 
dows on the second floor of their building on 
Fitth avenue at 38th street. These windows 
are changed once a month. Since the win- 

WS are measuring 6 teet wide by 9 feet 
tall, but are extremely shallow, it is a con- 
stant challenge to display brand name mer- 

andise under not only a distinct handicap 

but with enough impact to reach 
that is 20 feet below window 
across an entire avenue. 

\t first, we used mannequins with actual 
garments displayed in settings as the mer- 
lise dictated Here we ran into 
ther problem. half ot the win- 
only 20 inches deep, while at the 
mid-way point they are cut deeper and are 


This 


spDace-Wi1Se, 
audience 


, ‘ , 
ieveil, and 


nant alli- 
The lower 


ws ale 


34 inches deep ledge made it un- 
rkable tor standing mannequins, so seated 
auties were the order ot the day. Seated 


mannequins worked beautifully for the first 


ouple ot times we displayed lingerie, but 
en came the problem of motivation. What 
earth would a woman in a nightgown be 
sitting on 30 teet up im the air? This was 


solved by placing the mannequins with but- 
erfly wings on fluffy clouds with “Heavenly, 


; 


Lingerie by Luxite-Kayser.” Then we placed 
tnem on balconies with troubadors sere- 
ading them below on bended knee. Later 

series ot our Catalina bathing suit win- 


ws presented the mannequins held aloft 


muscular strong men (note photo insert). 


‘| he 


very next series, however, was to be 
(‘atalina sweaters. We were taced with a 
ilemma: whether to show actual sweaters. 


to show art-work o7 the Indi- 


styles. 


KAYSER 


vidual sweaters, from the distance the win- 
dows are seen, become unimportant, but the 
color and textures of the really 
did require actual merchandise to show 
them properly. We solved this by drawing 
huge over-size playing cards with life size 
queens, one right side up, and one upside 
down. On these cards, we pinned the sweat- 
ers and dressed them up with paper sculp- 
ture scarfs and jewelry (note photo insert). 
The success of these windows prompted 
us to go a step further with our cardboard 
cutouts. To promote one waltz length gown 
in all of its various colors, one drawing of a 
girl wearing the gown was copied six times 
and cut from homosote and each hand-tinted 
to match the colors of the lingerie. These 
six identical window drawings made an ef- 
fective presentation of the new colors. 


sweaters 


| 


By this time, Christmas was near at hand, 
and Lord and Taylor, directly across the 


avenue, had installed their tree of lights 
on the front of their building. The many 
lights reflected in our second floor win- 


dows proved to be a blessing in disguise, 
for they added immeasurably to our own 
Christmas windows which featured cherubic 
angels, all jeweled and decorated who were 
fiving windows carrying let- 
ters spelling out our Christmas message (see 
third row in photo.) 


through our 


Later in the year, we again used the cut- 
out technique to show bathing suits that 
would not have been seen if we had used 
actual garments. Nine foot tall girls in 
action were shown wearing white 
bathing suits, and to add an eyecatching 
quality, we tinted the girls themselves all 
a different color. One girl was yellow, an- 
other green, another blue, and so on. It 


poses 


was a stopper, and got across the Catalina 












































name to the casual passer-by. For the un- 
veiling of Catalina’s mid-summer 
tion, actual photographs of girls wearing the 
bathing suits, were blown up to 8 feet in 
height and cut out in silhouette. As the pho- 
tos were in black and white, cabana cur- 
tains in bright turquoise, moss green and 
white stripes were added at either side of 
the window to give a spark of color (see 
second row 1n photo). 


collec- 


Another month we again wished to display 
lingerie colors, and to attract attention to 
the Kayser brand name. For this series of 
windows, we painted huge 8 foot tall draw- 
ings of ladies with exaggerated long necks 
in each of the six new lingerie colors. The 
ladies were decorated with ropes and ropes 
of jewels and with great pendant ear rings. 


The copy in the center window read “The 
prettiest lingerie in the wide wide world 
comes in those History Making Colors.” 


The windows sold garments, and they told 
a color story to people on the avenue. We 
also got publicity on our Modigliani ladies. 

When the Fifth Avenue Association cele- 
brated its golden anniversary last fall, Kay- 
ser told a story of changing lingerie fashions 
period ot 100 the Fifth 
avenue windows. Against bright gold panels 
circled with twinkling “B” lights, a cutout 
drawing of a typical Kayser garment of 
the year was shown with great red and gilt 
letters at the top of each window proclaim- 
ing the year of the For the entire 
week of festivities, we floodlighted the facade 
of the building with amber lights, and on 
the night of the torchlight parade we added 
four large bubble machines above the win- 
dows which poured showers of golden bub- 
bles out over the avenue. We were re- 
warded for all our effort by photographs 


over a years in 


style. 
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of the windows in ali the newspapers, and 
a great deal of publicity for Kayser (see 
top row in photo). 

Recently, we were faced with the problem 
of showing Kayser hosiery in the windows. 
Hosiery is difficult to display at best, and 
to show actual merchandise in these win- 
dows would have been impossible. To solve 
the problem, we relied on art work again. 
This time, enormous 9 feet tall legs wear- 
ing the new fashion colors emerged from 
beneath the new fashion silhouettes in 
skirts that is, the bubble, the trapeze, etc. 
These proved to be both colorful and ex- 
citing windows and the hosiery clerks at B. 
Altman and Co. whom we had given a credit 
line in the window, reported that they actu- 
ally sold merchandise as a direct result of 
these second story windows four blocks 
away from their counter. 

Second story work has its trials and tribu- 
lations, as any other display job does, but 
here everything must be overstated and 
done larger than life. 

I have never quite overcome my fear of 
height, and every month when I climb into 
my precarious perch above Fifth avenue [| 
wonder if my insurance is paid up. The 
sign on my door reads “Quiet! second 
story man at work!” 


Heisler Wins Contest 
Boosting Perfume Sales 

Oliver Heisler, display director of the 
Hackensack, N. J., Arnold Constable store, 
won first prize in a contest held recently in 
all six of the Arnold Constable suburban 
stores, and sponsored by Prince Matchabelli, 
Inc. Second place went to F. Alden, dis- 
play director for the New Rochelle, N. Y. 
Arnold Constable store. 

The purpose of the contest was to intro- 
duce Prince Matchabellis new Golden 
Autumn perfume. The parent Arnold Con- 
stable store in New York City, where 
Charles Lenhart directs display, had two 
beautiful golden ball trees with scented 
leaves set out on Fifth avenue at the store’s 
entrance and customers were invited to pick 
the perfumed leaves from these “Golden 
Autumn” trees. Customers of the six 
suburban stores where the display competi- 
tion was being staged, had the same privi- 
lege trom simular trees in those stores. 


P-O-P Agency Formed, 
Headed by Callan 

The first exclusively point-ot-purchase 
agency has been formed by Joseph M. Cal- 
lan, former Kling Studios vice-president. 
The organization, to be called the Jf. M. 
Callan Company, is located at 664 North 
Rush street, Chicago, and will service ad- 
vertising agencies. which require a com- 
plete point-of-purchase merchandising serv- 


ice tor their clients. 








SOURCE SERVICE 

If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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FOODS FOR PERMANENT DISPLAYS 


ATTRACTIVE AND EFFECTIVE 
THEY REALLY LOOK GOOD ENOUGH TO EAT 





HUNDREDS OF ITEMS—Cooked Meats and Fish—Fresh Meats and Fish—Fresh Fruits and 
Vegetables— Dairy Products—Hors D'oeuvres and Canapes—Ice Cream—Bakery Goods—Blue 
Plates. They are sanitary, avoid waste and do not deteriorate. 


SEND FOR CATALOG No. 7 


THE IMITATION FOOD DISPLAY CO. 


107 LAWRENCE STREET 
BROOKLYN |, N.Y. 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








ITH pest time tor the December 
Market Week nearing, one happy 
trend stands out in what might be 
“morning line” on things 
The economic picture for 
business in general and retailing particular- 
fast track ahead with new 
records in the ofhing. The reason is that all 
is well at the cash register once more. This 
time, then, we enter Market Week without 
the handicap of slow going ahead caused by 
a muddy economic picture. With such con- 
ditions under foot, the display tmdustry ts 
bound to do well tor the coming 
How this figures will become evident at our 
Market Week event in December when the 
trade can get a line on our own 
winners for 1959. 

The 
a.m. 
tured 


called the how 


shape us tor us. 


ly mdicates a 


seasons, 


some ot 


goes up on our show at 10 
Sunday morning, December 7. Fea- 
will be spring, Easter and summer 
lines. Sponsoring the exhibit is the Na- 
tional Association of Display Industries. 
The show site is the modern, spacious New 
York Trade Show building on Eighth avenue 


gate 


and 35th street in New York City. Ex- 
hibits will be open to the trade from 
December 7-11. 

Advance reports indicate that this show 


will afford the most complete market cover- 
age possible in the industry. Picture some- 
thing on department store proportions with 
nothing but display items on view and you 
have the setting for our December extrava- 


ganza. So mark your calendar now to 
come. And when you do, youll see in one 
tour the latest designs in display: fresh 
ideas, seasoned best sellers and the do- 
mestic and foreign influence. In short, a 


complete panorama of display products at 
their best will be yours to view. 

Close to 90 NADI members from across 
the country will be here to display their 
wares. More than 100 exhibit rooms will 
be occupied plus the 17 huge exhibition 
spaces on the ballroom-size second floor of 
the Trade Show building. In use will be 
four floors in all. Express elevators will 
take show visitors to the fifth floor from 
which they can easily descend to take in 
other exhibits. A list of exhibitors to 
November 7 is printed elsewhere in this 
More will be added to this line-up 
during November. 

This year we will be 
registration system to 
the “early-to-decide.” 


issue. 


using an advance 
make it easier for 
So, if you know now 
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that will be coming, write in tor an 
advance registration card. A note saying 
“you ll be with us” directed to NADI at the 
Hotel New Yorker, Suite 419, New York 
City 1, will do it. Then, at the registration 
desk, we will have a badge waiting for you. 


you 


Another convenience for the customer this 
time is the late closing on Monday night, 
December 8. We'll stay open until 9 p.m. 
that night to enable local merchants to get 
to our show aiter the work-day. We are 
doing this to complement an increasing 
awareness on management's part of display’s 
role in the selling sequence. Evidence of 
this awareness was attendance at previous 
shows by many from the management and 
ownership level of retailing a bright 
trend that can only end in greater stature 
tor everyone connected with the display 
function in marketing. 

Show hours for the five days are as fol- 
lows: Sunday, December 7: 10 a.m. to 6 
p.m.; Monday, December 8: 9 a.m. to 9 p.m.; 
Tuesday, December 9: 9 a.m. to 6 p.m.; 
Wednesday, December 10: 9 a.m. to 6 p.m.; 
Thursday, December 11: 9 a.m. to 1 p.m. 


For this Market Week we will not be 
holding a symposium. It was decided that 
the attractions provided by the exhibits plus 
the distractions of the pre-Christmas sea- 
son in New York City would have visitors 
on a tull schedule with little time for 
“brainstorming” sessions. But for the 1959 
June Market Week, our program will most 
likely include an industry clinic or sympo- 
sium. By the way, the Fall Market Week 
will be held at the Conrad Hilton in Chi- 
cago, June 21-25. More on this in the next 
newsletter. 

For the present, the highlight is the Mar- 
ket Week in December. We hope you will 
honor us with your presence. 

THE CARILLON: One more outstand- 
ing feature during Market Week will be the 
award of a vacation for two, European plan, 
at the famous Carillon in Miami Beach. The 
holiday, for one week, will begin January 
3, just about when the tempo of activities 
for the season is increasing. 

Fun is a full-time pastime at the Caril- 
lon. There is a 750-foot private beach, a 
pitch and putt golf course ... handball, vol- 
leyball, badminton and a golf driving range. 
That's part of the daytime activities. Then 
come the tropical nights. Here’s what you 
can do Dance at the Club Siam 
Sip cocktails at the Tambourine Lounge 


Take in a moonlight swim party . Play 
Bingo Square dance to country music 
.. Never a dull moment. 

The Carillon ranks as the largest 
in Miami Beach .. . It features 620 
urious rooms overlooking a beautiful blue 


hotel 
lux- 


beach. One of those rooms will be occupied 
in January for a one-week stay by a lucky 
registrant. 


NATIONAL AIRLINES: Transportation 
to Miami from New York City will be via 
National Airlines, “Airline of the Stars.” 
National serves 36 U.S. cities and Havana, 
Cuba. Its non-stop flight to Miami trom 
New York City features fine food served in 
a soothing setting. 


Starting December 10th, National Aijr- 
lines inaugurates Americas first domestic 
jet flights. All of 135 minutes will whisk 


you from New York City to Miami. Equip- 
ment used will be Pan-American’s new Boe- 
ing 707 Jets — the same planes that fly to 
Europe in 6% hours. This brings jet service 
on the New York-Miami route two seasons 
earlier than expected. Fly National — “Air- 
line of the Jet Stars” — just as our win- 
ners will. 

GROSSINGER’S: Also on tap ts a vaca- 
tion for two, American plan, at wondertul 


Grossinger’s in the Shawangunk Mountains 
of Sullivan County, two hours from New 
York City. This holiday, of one week 
duration, is scheduled for March and will 
go to another lucky displayman. 

Summer, winter, spring or fall any 


time is the right time to enjoy the world 
of vacation pleasures awaiting you at Gross- 
inger’s. In March there is skating, skiing 
and tobogganing. Add to this swimming 
in the brand new, magnificent million-dollar 
indoor pool under glass. Part of this tacili- 


ty includes a complete health club. Spread 
over 25,000 square feet of space on three 
levels, the swimming pool edifice is de- 
scribed as breath-takingly beautiful and 


functionally-outstanding. Water temperature 
is maintained at a constant 76 degrees in the 
pool. Sounds very tempting! 

Also high on the long list of attractions 
is the Terrace Room, a year-around evening 
attraction; home of wintertime shows and 
movies; always two fine orchestras for 
dancing. 

Topping this is the famous Grossinger’s 
table . . . nationally known for its excellence 
and its modernity. Grossinger’s has every- 
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thing .. . and two lucky people will sample 
its delights once March rolls around. 
LUCKY KEY: The Lucky Key promo- 
tion was so popular at our last show that 
we will have it again this time. The prizes 
will be transistor portable radios .. . the 
famous Emerson 999 .. . small enough to 
carry in your pocket. To take home a radio 
all that you need is a lucky key. Each regis- 


trant will get a key at the “check-in” desk. | 
Then on each of the four exhibit floors there | 


will be padlocked “treasure chests” con- 


taining transistor portable radios for any- | 


one with a key that opens the lock. 


NEW MEMBERS: Added to our growing | 


list of members this month. were the follow- 


ing new firms: Max A. Caine Company, | 
New York City; Sebastian Displays, Inc., | 
New York City; Potential Unlimited, Inc., | 


New Yerk City, and Jee-Bee Toy Crea- 
tions, a Division of Bee Jay Products, Inc., 
Kansas City, Mo. Welcome to the asso- 
ciation. Be sure to look for these firms 
and their representatives at our Market 
Weeks in December and June. 


MEETING: Our semi-annual dinner | 


meeting of NADI members is scheduled for 
Friday, December 5, at the Terrace Room 


ot the Hotel New Yorker. The board of | 


directors will meet the night before. Pre- 
siding at both sessions will be Earl Gast- 
hoff, the asseciation president. 


CLOSING NOTES: The services of the | 


NADI office are offered if we can be of as- 
sistance to anyone in the trade in getting 
hotel reservations during our December 
Market Week. Just drop us a note. 

One last item. Sometimes job opportuni- 
ties are brought to our attention .. . sales 


openings, spots tor displaymen. So, whether | 
its Help Wanted or Situations Wanted, we | 
are glad to help. Market Week is a good | 
time for job contacts. Feel free then to use | 


NADI's show office facilities as a central 
place where such opportunities can be an- 
nounced and where man and management 
can meet. 


DeWitt Honored With Plaque 
For 25 Years of Service 


Employes of Shoe Form Co., Inc., Auburn, | 


N. Y., honored Frank P. DeWitt, the firm’s 
president, with a plaque recently in com- 
memoration of his completion of 25 years 
of service with the company. The firm pro- 
duces Fairy shoe and hosiery forms and 
other non-display related items. 


Leedy to Assist 
Delaware World Fair 

Guy M. Leedy has been elected vice-presi- 
dent of World Fair Operating Company, 
Inc., Bridgeton, N. J., and appointed public 


relations director for their client, Delaware | 


World Fair & Trade Exposition, an in- 
ternational exhibition of the second cate- 
gory, to be held in Delaware. 





Business Show Exhibit 
Designed by Displayers 
The theme exhibit of the 50th National 
Business Show held in New York City re- 
cently was designed and built by Display- 
ers, Inc. A color drawing of the exhibit 
was presented on the front cover of the 
magazine supplement of The New York 
Times, Sunday, October 19. 


DECEMBER, 1958 











See the BIG SHOW 


in our 


THREE SHOWROOM FLOORS 


See Every Thing New in 


* Brass 


* Wrought Iron 


*% Functional & Merchandising Displayers 


and the new 1959 fashion models in 


ymphette Mannequins 





Inc. 


You must come and see this 
complete show during 


SPRING MARKET WEEK 
December 7-11 


‘Where Display Friends Meet” 
39 WEST 37TH STREET, NEW YORK 18 


Between Fifth and Sixth Avenue 

















Become a PROFESSIONAL MANNEQUIN ARTIST 


through a revolutionary teaching method 


VISUAL-AID COURSE 


TRAIN ON YOUR JOB — THE PLACE OF YOUR EMPLOYMENT 


NEARLY 5000 
VISUAL-AID 
PICTURES SHOWING 
THE CONCRETE, 
ABSTRACT AND 
INSTRUCTIONAL VIEW. 


° 
THE COURSE IS 
SELF-PAYING. 
fe 
ALL FINISHED 
WORK IS 
SERVICEABLE. 








104 WEEKLY LESSONS 
OVER 500 SERIES OF PICTURES 


You are taught by mail, the complete 
art of repairing, rebuilding, retinishing, 
remolding, and reposturing mannequins 
with the look of a factory finish. 

This Visual-Aid Course has eliminated 
over 95 per cent of the written word and 
examination. 

While you train you acquire immediate 
experience. 


WRITE FOR A FREE BROCHURE 


Dausko Mannequin Art School 


509 MAHONING 


AVENUE — YOUNGSTOWN 2, OHIO 


















FREE 


IDEAS FOR 
BUILDING SALES! 


Just off the press! 
A terrific new cata- 
log describing the 
complete line of 
VUE-MORE display 
turntables and 
BREVEL animation 


motors. 















Write for your copy today. 





Use the handy coupon below. 









VUE-MORE turntables are: 
QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 
















Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. 


















VUE-MORE: 


Rush a free copy of your 6 page 
Catalogue. 


Name....... 


Title... 


Company 


ite tk ie ee eee 


Address... 


VUE-MORE CORPORATION 
A Divison of BREVEL PRODUCT 
601 WEST 26th STREET © NEW YORK 1, N. Y 
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(Continued from page 30) 


To this must be added the opportunity to 
view the window and interior Christmas displays 
for famed New York stores, always a great source 
of display ideas that can be adapted to your own 
needs. 

Another factor that should not be overlooked 
is the opportunity to meet with your fellow 
display practitioners, to discuss your problems 
and their problems. Certainly, you will come 
away from New York with just a little more 
display wisdom and knowledge of the wide scope 
of the display industry and its ability to serve 
you. 

I wonder why the display profession cannot 
undertake the intensive study of this great sales 
medium comparable to that by the Point-of-Purchase 
Advertising Institute, which just concluded a 
a conference at Atlantic City. Specially prepared 
papers were presented by leaders of the industry 
and the sessions were well attended. Direct 
benefits to the producer, the advertiser and the 
retailer are bound to result from these 
presentations. 

Such collective action is needed by retail 
display and, if only a few of you here and there 
would alert yourselves and carry the ball, a 
surge of enthusiasm could develop that will 
result in the inauguration of a national 
association of displaymen that can carry you 
forward to a much higher place in the councils 
of the world of retailing. 

It is your opportunity. Individual 
displaymen must provide the effort and inspiration 
that will unshackle the great future that is 
rightfully theirs. 

Displaymen are being called upon more 
frequently than ever before to create special 
event exhibits and displays for their stores and 
local civic institutions. In most cases this 
activity is a goodwill undertaking by 
participating stores and does pay off. We welcome 
examples of this type of display and exhibit and 
details of their construction and installation. 
Your cooperation will be appreciated. 


Cordially yours, 
LY. feof 


DISPLAY WORLD 

















NOTHING MONOTONOUS 
IN LOS ANGELES DISPLAYS 


[Continued from page 43] 


reminders of the forthcoming fashion show 
at the Ebell Club in their windows. An 
event which has been staged annually for 
the past 25 years. 


This year’s theme was “Alice in Wonder- 
land.” Bill Shannon, display director, used 
landscape scenes for his background. The 
windows were then profusely draped to 
simulate a stage. 


In this atmosphere, characters and ac- 
cessories in-bright colors out of “Alice in 
Wonderland” dotted the stage. Many were 
in humorous positions, and the scene was 
centered by the magic mirror. Accents of 
green foliage continued the feeling of the 
forest tound in the background. 


Saks Fifth Avenue in Beverly Hills where 
Art Alvarado is the display director returned 
to the Napoleonic era in decor for an “Em- 
pire Look” promotion. 


Reproductions of Paris design originals 
collected from the finest couturiers were so 
properly modeled by fashionable mannequins 
whose coiffures even denoted the era. Every 
window either carried one of the exquisite 
fashions or accessories, and were accented 
by authentic pieces of furniture from Napo- 
leon’s coronation and the Tri-Color crossed 
in arms with the American flag. 


The tashion salon duplicated a street 
scene from that era by incorporating French 
paintings, flower carts, brass carriage lamps 
and samples of Jolie Madame’s perfume. 


Islands of exquisite Empire gowns 
adorned mannequins on the main floor. Here 
pictured was one seated on a period chaise 
lounge while another stood by. A magnificent 
crystal chandelier hung overhead. 


The motif was even carried out to the 
motor court, which was draped with French 
bunting and flags. 


A unique and striking espalier pear tree 
attractively presented millinery in the win- 
dows of Robinson-Beverly. Hollis Williams, 
display manager, applied black felt to the 
back wall for a background which vividly 
outlined the scene. 

The tree was garnished in tones of metallic 
green and gold accents, and was approxi- 
mately 5 feet high and wide. Millinery in 
shades of beige and black were placed on its 
many arms in the window shown. Others 
carried hats in different colors. Copy on a 
white sign in black lettering read, “A new 
era of magnificence,’ and was placed in the 
foreground. 


Coat fashions at May Co.-Crenshaw were 
dramatically flanked by huge obelisks. These 
were in black with red fruit garland accents. 
Added garland appliqued the center of the 
background, which extended out to partially 
drape the fashion on a mannequin. It was 
also red. 


Black squares under the feet of the man- 
nequin further expanded the color scheme 
used as did a black hat on a natural fiber 
millinery head. Grey walls and floor sharp- 
ly outlined the composition, 
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—>Magquetie=z- 
4) “SIGNPRESS” 


SHOW CARD AND POSTER MACHINE 





2a Featet? | SPEED----SIMPLICITY 


With new ‘Magnetic’ type 
lock up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
arrangement. 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


MADE IN THREE SIZES . 


DISPLAY EQUIPMENT CO. — BOX L-144, ADRIAN, MICH. 


’ 


LOW OPERATING COST ---LONG 133 
MODEL “A” MALE wooo "Te me bala 


MODEL A — /4x 22 
. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 






























































Just Off the Press! 


Thall's New Catalog No. 
Plastic Displayers 








~ RICH WOODS! 


combined with solid brass are in architectural 
favor this season for new and remodeled 
stores. 


Thall has carefully designed an entirely new 
exclusive line of custom made tables, shelf 
units, high boys, low boys and merchandisers, 
for discriminating stores. Guaranteed the 
smartest line of displayers Thall has ever pro- 
duced, offering the finest finishes available 
aceeeeeaseesy to industry, with new im- 


' NADI Showing—Dec. Market Week ! proved know how. 
'N. Y. Trade Show Bidg., Room 215} 
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THALL PLASTICS & METALS CO. 
[5 139 DUANE STREET, NEW YORK 13, N. Y. 


Manufacturers of Better Display Fixtures 






























































































































Force Attention, Increase Advertising Value 
IN <> 
ELECTRIC COMPANY Motor 
Motorless 355 RIVER ROAD RIVER GROVE, ILL. Driven 


FLASHERS 


® Since 1900 
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nusual Poses 
FOR YOUR DISPLAYS 


Whether ao man, woman or child, you 
can find correct figure in our wide range 
of high-grade fiberglas plastic manne- 
quins, with the latest styles of Pugdin wigs 
at reasonable cost. See your local job- 
ber or write us direct. 


Manhattan Motion 


Manikin Manufacturers 
4 WEST 16th STREET. NEW YORK CITY 11 














CREDIT AND COLLECTION 
SERVICE TO THE 
RELATED DISPLAY INDUSTRIES 


251 West 42nd Street New York City 36 











® PLEASE MENTION DISPLAY WORLD ® 
WHEN WRITING ADVERTISERS 


DISPLAY IN RUSSIA: 
A TALENTED YOUNGSTER 


[Continued from page 35] 


Upon entering the store you 
will look over the 


or hard goods. 
displays, or better the 
store windows, as they are less crowded. You 
will note the price or prices of the items. You 
will add up the cost. Of course, ask the sales 
girl if the size or color that you want is 


available. After this you will go over to a 
special cash register girl and pay the total 
amount of your intended purchases. She will 
ring up the total and you will receive a re- 


ceipt for the sum paid. If the goods are from 
two different counters you will receive two 
You then take the slips back to 
the sales girl. She in turn will examine the 


slips, etc 


slips and determine with the aid of an abacus, 
an ancient manual adding machine, whether 
the prices add up to the stated marked prices. 
If they do, she will wrap up the articles and 


1 


hand them to you as you. surrender the 
receipt 


One thing a person will immediately notice 


is the fact that window glass when it is broken 
(racks are sealed and a 
steel clamp holds it in place. I have noticed 
windows 


is rarely replaced. 


that several large stor were re- 
paired in this way as well as many homes. 
As the government owns all buildings there 1s 
little incentive on the part of the managers 
to replace windows. Larger stores such as 
Gum in Moscow and Central and Bazaar in 
Leningrad will make an attempt to replace 
windows, but they are exceptions. 

There is one phase of display where the 
Russians are undoubtedly ahead of us and 
that 1s im 


show Ss. ec. 


exhibits, such as industrial, trade 

They are masters at displaying 
things if they are for show only, rather than 
for selling. A typical example of this was 
the recent exhibit of the USSR at the Brussels 
Worlds Fair. In Moscow, the Russians have 
a fair, The USSR Agriculture and Industrial 
Exhibit, that is at least four times the total 
size of the Brussels Fair. Displayed there are 
products made in 15 different state republics of 
Russia. 


with cost 


Here you will see display at its best, 


never taken into consideration. 


Millions of 
displays inside the 360 buildings, and millions 
sputniks, 


Rubles must have gone into the 
more into the illuminated fountains, 
statues and flower gardens. It 1s the showplac« 
of the nation and Stop Number One for any 
visiting groups 

l want to mak regarding 


another point 


displays themselves. If | say there are no 
concerns catering to the window display held 
| don't mean te : 
lack of 


imply this 1s so because ot 
funds. It is just that there 1s no 
bureau set up to handle such work. I| am 
certain that a window displayman could spend 
any amount he felt necessary to do a good 
job. It is just the problem of what 1s avail- 
able. enter 


lime consumed by others may 


_ 


into the cost factor but never the cost of 


the materials or fixtures themselves 

As in everything, the Soviet government has 
issued a manual on how to display items. Il 
this manual it advises that one must be very 
careful of the sunhgeht or else goods will he 


(Chemicals should be placed in 
Above 


never allow 
the public to see the workings of it. 


destroyed. 
the window to absorb excess moisture 
all, when changing the display 


This is 


a” 
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a & Bey - 
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DISPLAY WORLD 










bad taste indeed. Other items mentioned are 
that food should be displayed in such a way 
that no waste will come about. Canned goods 
are displayed in all sorts of intricate designs. 
his 1s because it will not spoil and they have 
so few canned goods they want to show what 
they do have. The manual even goes so far 
as to give specifications. Bars that support 
display forms should not exceed 3 to 5 centi- 
meters (1 to 2 inches ) The window dis- 
play should never be more than 30 em (13 
inches) from the sidewalk. The holes in the 
back ot the window that allow ventilation 
into the display are set at 1% to 2 cm. Dis 
plays should not take up more than XO) per 
cent of the given space And, above all, al- 
ways mark somewhere on the display where 
the item can be found in the store. If one 
displays buttons, always make sure they have 
a background of cloth; knives, a background of 
plywood covered with white cotton. And. 
so it goes, information the government gives 
out to help the displayman. This basic dat: 


— 


is probably helptul only to the many new 
people now entering the display held becaus« 
of its rapid expansion. In my opinion, they 
are trying to catch up fast with the rest of 
the world in merchandising. The increasing 
amount of consumer goods is the reason 
hey, themselves, realize they have a long way 


? 
Oo Ya). 


Salesmaker"™ to Boost 
Shopping Center Sales 


\ syndicated monthly sales promotion 
service designed exclusively tor shopping 
centers has been launched by Sales Com 
munication, Inc., New York City, afhliate 
ot McCann-Erickson, Ince Entitled the 
“SCI Salesmaker,’ the service provides a 
complete new center-wide promotional plan 
each month. All ideas are timed to take 
advantage of specific merchandising trends 


and seasons. Materials to implement each 
plan are available from SCI 


Chapa Heads Display 
For Siegel's 

Adolph Chapa has been appointed dis- 
play manager at Siegel's, San Antonio, 
Texas, succeeding Ezequiel Gallegos, who 
resigned to work as a designer tor Cruz 
Lopez, architect. Mr. Chapa has been an 
assistant in the display department ot Carl's, 
also of San Antonio 


Dunay Joins Stern Bros. 
In Visual Merchandising 

David Dunay, who resigned as display di- 
rector for Neimann-Marcus, Dallas, in Octo- 


ber, has been appointed visual merchandise 
director for Stern Bros., New York City 
and Paramus, N. J., a new position in the 
firm's sales promotion department. Dunay’s 
successor at Neiman-Marcus has not been 
announced as yet. 


Bernard Schwartz Issues 
Flowers, Foliage Catalogue 

Claimed as America’s largest and best sell- 
ing line of artificial flowers and foliage for 
your Christmas 1958 display is the contents of 
a new catalogue received from sernard 
Schwartz & Co., 426 East 91st street, New 
York City 28. If you would like to see one, 
write for it. 
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Promotional Innovations 
forthe N.A.D.I. 


SPRING MARKET WEEK 








.Spring 


See the Newest 


+ Easter in Merchandise 


~Wash’n_ __ moving displays 


Wear 


from the 


-Mother’s Earl W. Gasthoff Co. 


Day 


.Father’s 
Day 


Space 204 
N. Y. Trade Show Bldg. 





Earl W. Gasthoff Company 


DANVILLE, ILLINOIS 














From a 1” x 2” furring strip 
/ | | M B EK; R toa 12” x 12” Timber. 





Masonite 
Celotex 


Cut toe your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


Mouldings * F A S T S E R V ] c E - 


H : 
Peaiead ft U L N O Yy & TRIM CO. INC. 


Upson Board 


17 Ridgewood Piace Brooklyn 27, N. Y. 
Glenmore 5-4141 





There are more Special Items in this MODERN Lumber Yard than in any other in New York 

















MERKLE-KORFF 


Handbook of Ideas 
for getting 
Action into Displays 


Merkle-Korff—the oldest name in dis- 
play turntable manufacture, with over 
25 years’ experience and hundreds of 
thousands of units in service — offers 
this profusely illustrated handbook of 
suggested applications for MOTION. 
DISER Display Turntables. 

20 basic and varied motions that 
can be applied in hundreds of ways 
to dramatize any product or theme are 
fully illustrated and accompanied with 
construction notes and diagrams. 

Capitalize now on the many ways 
of getting dramatic action into your 
displays at minimum expense with 
Merkle-Korff MOTIONDISERS — 
the turntables with unfailing depend- 
ability during long life. 

Ask for your copy of this idea- 
jammed handbook today — Bulletin 
No. 2050, 





MERKLE- 
KORFF 


GEAR CO. 


—seov * 


221 N. MORGAN ST., CHICAGO 7, ILL. 
MOnroe 6-1900 











SPRING ON DISPLAYMEN'S MINDS 
AS MARKET WEEK NEARS 


[Continued from page 33] 


papers, materials and the latest in sign ma- 
chines — virtually everything used by dis- 
playmen. 

The exhibit rooms and halls will be open 
the tollowing hours: Sunday, from 10 a.m. 


until 6 p.m.; Monday, from 9 a.m. until 9 
p.m.; Tuesday, Wednesday, from 9 a.m. 
until 6 p.m.; and Thursday, from 9 a.m. 
until 1 p.m. The special late Monday open- 
ing was arranged to make it easier for 
store owners 1n the vicinity to see the ex- 
hibits after the workday. Special invita- 
tions have been sent to store owners, in 


recognition of their importance to the future 
ot display, to attend the show on Retailer's 
Day, December 8. 

Listed below are the exhibitors who have 
been allocated space as of November 7. Sev- 
eral others are expected to request assign- 


ments between now and December 7. The 
firms are: 
Kurt S. Adler, Inc., New York City; Arrow 


Display Associates, Philadelphia; Artifcial 


Plant Co., Chagrin Falls, Ohio; Arts & 
Flowers Displays, inc., New York City; 
Asty Import Corp., New York City; Atlan- 


tic Plastics Co., Inc., Boston; William L. 
Baer Co., Inc., Fort Lee, N. J.: Jean Ballin 
Designs, Greenwich, Conn.; Harry Berkoff, 
New York City; 

Bliss Display Corp., Long Island City; 
Spaeth Displays, Inc., Astoria, L. I.; Bulk- 
ley Dunton & Co., Inc., Corry, Pa.; Capitol 


Display Supply Corp., New York City; Chic - 


Display Co., New York City; James A. Cole 
Co., Inc., New York City; Columbia Display 
Material Co., Brooklyn; Commercial Art 
Shop, Charlotte, N. C.; Creative Displays, 
Inc., Jersey City; Creative Promotions ot 
Calit., Oakland: Decorative Creation & Art 
Flower Co., New York City; Decorative 
Displays, Maspeth, Long Island; Decorative 
Novelty Co., Inc., Brooklyn; 

Decorative Utilities, Inc., New York City ; 
DISMAR (Display Marketers Inc., Philadel- 
phia, Pa.; Display Associates, Inc., Jersey 
City; Doerr & Associates, Portsmouth, Ohio; 
Duplex Display & Mig. Co., Philadelphia, 
Pa.: Ev-Ready Advertising, Inc., New York 
City; Favrex Designs, Hackensack, N. J.; 
Fawnfield Fountains, Georgetown, Conn.; 

Ferro-Craft, Morganfield, Ky.;: Frankel 
Associates, Inc., New York City.;. Garrison- 
Waener Co., St. Louis, Mo.; Earl W. Gast- 





hoff Co., Danville, Ill.; The Henry Hanger 
& Display Fixture Co. of America, Inc., New 
York City: Imperial Display Corp., New 
York City; Jay-Gee Studio, New York City; 
Kalmo Textiles, Inc., New York City; Kay- 
tee Imports, Inc., New York City; Gordon 
Keith Originals, Columbus, Ohio; 

Kenbury Glass Works, New York City; 
Stuart M. Lerner, Inc., New York City; 5. 
Liebmann Studio, New York City; Madi- 
sonia Manikins, Inc., New York City; Ma 
haram Fabric Corp., New York City; Met- 
Wood Floral Mfgrs., Inc., Trenton; Mileo 
Mannequins, New York City; Mitten’s Dis- 
play Letters, New York City; The Morgan 
Sign Machine Co., Chicago; Nesbit Indus- 
tries, Inc., Chicago, Ill; 

New Style Studio, New York City; North- 
craft Lighting Corp., Haverstraw, N. Y.; 
Park Lane Fabrics Co., New York City; 
Plastics Fabricators, New York City; Po- 
tential Unlimited, New York City; Leo 
Prager, Inc., New York City; Puddu & 
Martinelli, New York City; Regal Flower 
& Display Co., Maspeth, L. I.; R-Tex, Jer- 
sey City; Resident Displays, Inc., New York 
City; 

Reynolds Printasign Co., Pacoima, Calit.: 
Rip Studio Inc., New York City; Gustave 
Rubner, Inc., New York City; Sama Plastics, 
North Bergen, N. J.; Bernard Schwartz & 


Co., New York City; Sebastian Displays, 
New York City; Select Flower & Display 
Co., Inc., New York City; Showcard Ma- 


chine Co., 
Chicago; 
Brooklyn: 
Co., Inc., Ozone 
plays, Milwaukee, 
Los Angeles: 

W. L. Stensgaard & Associates, Inc., 
Chicago; Sylvor Company, New York City; 
Tero, Inc., New York City; Thall Plastics 
& Metals, Inc., New York City; Union 
Novelty Co., New York City; United Ar- 
tificial Fruit Co., New York City; United 
States Display Corp., Copiague, N. Y.; Ben 
Walters, Inc., New York City; Frederic 
Weinberg Co., Philadelphia; Zaria Displays, 
New York City. 


Chicago; Silvestri Art Mig. Co., 
David & Michael Sloan, Inc., 
Standard Cellulose & Novelty 
Park, N. Y.; Starer Dits- 
Wise.: Dave Starkman, 


Grieve's Names Graham 
As Ad, Display Head 

Douglas Graham has been appointed di- 
rector of advertising and display at Grieve 
Bisset & Holland, Waterbury, Conn. Mr. 
Graham was tormerly with Jordan Marsh 
Company, Boston. 
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» FY you for gour response fo our liens ite 


SEE US IN 


ROOMS 412-414 


New York Trade Show Bldg.., 
during NADI Spring Market Week, 
December 7-1 | 


293 Seventh Ave. 


Company New York City | 
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Laverne's Busybeads 
Create New Backgrounds 


Imagine a work of art made entirely of 


easy snap-together beads! Estelle and 
Erwine Laverne, well-known international 
award-winning designers of contemporary 


tabric, wallcovering and furniture, were first 
when they created “Melody,” a 4 foot by 7 
toot serious work of art, as a room divider 
for their showroom at 160 East 57th street, 
New York City. 

The Lavernes made this impressive bead 
tapestry by sliding strands of beads in close 


formation into a simple rod hung at the 
top of their original sketch. They added 
beads in the sketch colors as they pro- 


ceeded from top to bottom. The result was 
thrilling to the Lavernes and all who saw it 
Moore of Bonwit Teller, Fifth 
avenue, was the first to see its remarkable 


(ene 





He asked the Lavernes to 


value. 
design special Busy-Bead tapestries for all 
eight of the Fifth avenue windows, one of 
which is pictured here 


display 


Display people who 
bead tapestries were fascinated 
the idea ot snap-together beads 
medium for working out their 
for display backgrounds. The 
hung from ordinary traverse 
Snap-together now 


saw these 


by as a 
ideas 

afte 
rods. 


own 
beads 
ceiling 
beads are available in 
strands in a wide color range. 
These beads have been specially strengthened 
to hold their 
strands. 
Bead tapestries to order available 
trom Laverne Originals, which has complete 
patterns for 23 designs ready for “doing-it- 
yourself” by display departments. Display- 
men will find it to create their own 
designs using Busybeads, which can _ be 
purchased either 500 or 1,000 per package of 
color. It takes 900 to 
square foot of bead tapestry. 
be purchased ready-strung 


continuous 


own weight in long-hanging 


are 


easy 


any desired beads 


cover one 
Beads may also 
by the yard. 


Smith Leaves Robinson's 
For Rankin's 

Paul Smith, formerly display director 
for J. W. Robinson Co., Los Angeles, has 
been appointed sales promotion and display 
manager for Rankin’s, Santa Ana, Calif. 


He succeeds Virgil Shannon, who resigned. | 


His plans are not known. 
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DECORATIVE CREATION 
<\F ART FLOWER CO., INC. 


jo 13 WEST 27th STREET, NEW YORK 1, N. Y. 





























RICHKER 


AT YOUR SERVICE 


THE OLDEST NAME IN 
DISPLAY IN THE SOUTHWEST 


















































The reliable source of supply for everything in 
display. 





lf you want the quickest and best 











service for your display needs write us. 

















Ready for your Spring requirements with Grass 
Mats, Yucca Poles, Palm Heads, etc. Write for 
our Spring catalog—ready soon. 


. RICHKER & CO. 


“House of Imports” 


312 FANNIN STREET e HOUSTON 2, TEXAS 
Occupying the 2nd floor for 30 years 















































































Color 


CAN 
MAKE 


Your Displays 
SELL MORE 


Color ottracts customer attention . 
Enhances displays and helps to sell more 
merchandise! Try it. You'll soon see why 
color is such a powerful selling tool. 


You Can Do lt BEST with 
BEST ncromeric COLOR WHEELS 


Automatic 
Unit consists of a 13°' diameter plastic filter 
wheel having longer lasting, richer looking 
plastic colors of red, blue, green, amber and 
straw. Revolving wheel is powered by 110 
volt, 60 cycle, self-starting synchronous motor 
Unit includes rubber cord and silver and biack 
wrinkle finish. Excellent where controlled auto- 
matic color changes are desired in places such 





as: store windows, night clubs, interior dis- 
plays, ballrooms, theatres, etc 
Only $22.50 


Not Include Bulb 


ALSO 
BEST 400 WONDER SPOTLIGHTS 
BEST PEE WEE SPOTLIGHTS 
DISPLAY LIGHTING ACCESSORIES 


Write for Literature 


The BEST DEVICESCo., Inc. 


10921 BRIGGS ROAD, CLEVELAND 11, OHIO 


Prices Do 

















HARRY BERKOFF 


MFGR'S REPRESENTATIVE 
10 WEST 23rd ST., N.Y.C. 


BIRDS - FISH 
BUNNIES -GARLANDS 
EASTER EGGS 
BUTTERFLIES 
FEATHERS 
NOVELTIES 


B-C-ING-U 
ROOM 345 








Display Backgrounds Harmonize 
| Architecture 


With Vertica 


NSPIRED by the tall majestic unbroken 
| vertical lines of his store’s facade, R. W. 

Spencer, display manager tor Kendal 
Milne & Co., Manchester, England, achieved 
classic elegance this. fall by incorporating 
this vertical influence into the backgrounds 
of his 2D high tashion windows. 

Tastefully mimicking the store’s architec- 
ture he used columns of hardbcard and wood 
6 inches wide with 6-1nch recesses as the back 
walls of his windows. This corresponded 
with the vertical windows and ot 
the facade. The backgrounds in ten of the 
windows were painted slate blue and the 
others lilac, in a way again harmonizing 
with the granite exterior. 


columns 


No ee 
















It is impossible to locate a doorway mm or 
out of the windows as the backgrounds have 
been made in sections of four columns each. 
They are interchangeable and can be liited 
out for recovering the floor with felt. 

The felt was specially dyed to the identi- 
cal shade of paint on the backgrounds. 

Each window measures 18 feet long, 10 
feet high and 7 feet 6 inches deep. In the 
center of each window is a platform 7 feet 
by 4 feet covered in the same color of felt as 
the floor. On these platforms stand en- 
larged photographs 6 teet 6 inches wide by 
7 feet tall. Superimposed on this is a wire 
portico, sprayed black, with a door opening 
showing the interior of a room. 

The photograph was treated with a light 
spray of cellulose the same shade the 
background color to give depth and sug- 
gested atmosphere, thus bringing the fashion 
displayed into more prominence. 

In each window usually three 
quins modeled distinctive apparel. 
other accessories were also featured on the 
platforms. Cards and price tickets, when 
used, were simple in design and indiscreet- 


as 


manne- 
Shoes or 


ly placed. 


Herzberg-Robbins Issues 
New Display Catalogue 
been prepared by 
New York City, 
interesting im- 
including 


A new catalogue has 
Herzberg-Robbins, Inc., 
and lists many new and 
ported mannequins and fixtures, 
an all-purpose ladies’ and manne- 
quin that can be set in any In- 
formation will be gladly furnished by writ- 
ing to the firm at 110 West 30th street 


men’s 
position. 


Spacemaster Offers Toy 
Merchandising Booklet 


Ideas, hints and merchandising 
tions are contained in a new 
let entitled, “Better Toy Merchandising with 
Spacemaster,’ offered by Reflector Hard- 
ware Corporation, 1400 North 25th avenue, 
Melrose Park, Ill. Write to department FP. 


SURRCS- 
12-page book- 
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GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 


By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...t0 make your displays sell more goods faster 
...it's the kind of book you have been waiting for 
...its a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
, help toward steady improvement and perfection in his work. 
Endorsed by the country $s For the experienced and professional displayman it is rich in 
foremost display directors. display ideas and an invaluable reference work — in fact. a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 


PRICE $7 O POSTPAID retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
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[ATs Lo 


immediate Delivery! that sell. Display problems and their solutions are explained in 
: detail. It gives display a scientific background to make the 
PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 


partial list of contents and you will realize that this is a book 


Training for Display Work Variations on a Basic Idea you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar neninninieniilie, anal 

Common Errors in Display Layout of Merchandise 

Working Methods Displcy of 19 Different Wares 

Application of Art in Display Small Windows Order Your Copy NOW! 
Technique of Painting Interior Display § DISPLAY WORLD. Cincinnati 1. Ohio 

Technique of Enlarging Expositions and Trade Fairs 5 Py oy 7 DYNAMIC DISPLAY | 
Eye-Catchers Decorations on the Store Front : URS CORSE PORES 6 Copy ‘AY, tor 
Paper Sculpture The Flower in Display - which $10.00 is enclosed. 

Display Materials Color ' Please send me a copy of DYNAMIC DISPLAY and enter or 
Papier Mache Paints, Binders and Thinners ; extend my subscription to DISPLAY WORLD for one year, for 
Balance and Symmetry in Display Lettering and Display Signs ' which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
Line and Form in Display Lighting - combination orders except Canada $1.00 additional.) 

Principles of Contrast Animation in Display ' 

How to Master the Space Problem Figure Draping : NAME 

Preparatory Work Display Fixtures a eta Le 

The Window Plan Economy and Good Housekeeping a STREET 

Birth of a Show Window The Workshop - - | . Tile 

Disp'av on a Small Budget W'ndows of the World gp CITY ZONE STATE 
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AAROoOW 


AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 












T-32 
GUN TACKER 
Use where lighter, shorter staples are needed. 
ideal for mounting crepe paper, cloth window 
dressings and wall posters. 









; 







E(S, ap 
Use where heavier, lene staples are needed. 


ideal for assembling floats, store exhibits and 
show exhibits. 












a 


c 


T-50 


HT-50 
HAMMER TACKER 


Quickly and securely staples with each blow. 
ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


» ~ 





' ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16" from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
ae 3/16" to 9/16" leg lengths, for every purpose. 






Sold through jobbers 
Write for catalog 
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Swelldom Promotes Fashions 


With International Flavor 


Unique treatment of the inter- 
national theme sweeping the 
country ... This time copies of 
Paris originals provide mer- 
chandising forefront for flags 
and symbols of foreign lands 


OU CAN call it “brotherly love” if you 
want to, but tor some reason there has 
wave ot display promotions 
with an international favor throughout the 
country this past year. It seems to have 
all started shortly after the late Mike Todd's 
“Around the World in 80 Days” 
spectacular entered the scene. 

Whether or not this movie gave display- 
the initial and seemingly simultan- 
— brainstorm matters little. What does 
matter is that display has been enriched 
tremendously as a result, with many hitherto 
unknown or unlikely props being introduced 
as merchandising aids in window and in- 
terior displays. 


heen a 


movie 


men 


eous 


Each store's international promotion has 
added a different variation upon the theme, 
so that no cry of “copy cats” can be raised. 
For instance, Swelldom, in downtown Los 
Angeles, centered their promotion around a 
salute to the Brussels World’s Fair. The 
windows, as in other promotions of 
this nature, were focused about one particu- 
lar foreign country; but instead of fea 
turing merchandise imported from that coun- 
try, as has been the case, it provided back- 
ground for a simultaneous promotion of 
Lilli Ann fall women’s wear, giving it a 
certain international flavor. This impres- 
sion was much to be desired since the Lilli 
Ann coats and suits are copies of Paris 
originals. 


store's 


The six countries represented were. the 
U. S., United Kingdom, France, Italy, Spain 
and Japan, with the store’s largest window 
as a combination of all six. In addition to 
the Lilli Ann outfits, each window contained 
the flag of the country and some symbol or 
setting characteristic of it. 

For instance, in the United Kingdom win- 
dow shown here, appears a knight's helmet 
and the traditional British lions’ heads. 
Other settings included: a guitar and lat- 
ticed grille for Spain, a sculptured cupid on 
a pedestal for Italy and Japanese lanterns 


for Japan. France’s window contained a 
miniature Arc de Triomphe and Eifel 
Tower. 


Throughout the block ot windows, travel 
was exemplified with airplane travel kits 
from the airline, KLM. 

Colors adapted to the countries were car 
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ried out in the garments. As an example, 
the brilliance of red and black for Spain; 
more dignified biack and white for United 
Kingdom; and royal blue and black for 
France. Tone upon tone in colors was car- 
ried out in all accessories to the garments, 
even to the detail of tinted hose and match- 
ing slippers and handbag. For a sharp ac- 
cent to attract attention to the window in 
the instance of brown, the brilliant pumpkin 
Was accessorized in the hat and gloves. 
Where a color of a brighter hue was neces- 
sary, such as the black and royal blue 
walking suit, the brilliant blue was drama 
tized by the gloves. 

The fashion editor of the Los Angeles 
Herald Express gave the Lilli Ann fashion 
promotion an attractive spread of illustra- 
tions in the paper together with devoting her 
personal column to the event. Copies of 
this newspaper publicity and the store’s ad- 
vertisement on the same page were displayed 
in each of the seven windows. 

Susy trafic spots throughout the interior 
ot Swelldom contained displays of Lilli Ann 
coats and suits on mannequins. On a cen- 
tral focal platform in the coat and suit 
department were featured the garments ac- 
cessorized as the windows, tone upon tone 
in every detail. 

Each employe wore a ribbon ot deep red 
with the name of Lilli Ann in gold. On one 
Saturday afternooon a professional model 
wore Lilli Ann coats and suits throughout 
the store. 


Tour of Russian Display 
Possible in Spring 

John E. Felber, editor, International Im 
port Index, is helping to stimulate an or- 
ganized tour of Russian display tor the 
coming Spring. Interested displaymen or 
members of the industry are asked to 
contact him at Box 636 Federal Square, 
Newark, N. J., and he will send full par- 
ticulars when they are available. lhe 
cost ot the trip will be reasonable, he 
assures, and will include plane transporta- 
tion and three meals a day 


Hardwood Animals Become 
Display Accessories 

Zoo- Line animals, made ot hardwood 
with hardwood inlays and movable arms 
and legs, have been introduced by 
Schooline Corp., Los Angeles, as poten 
tial attention-getting accessories for dis 
plays. Originally designed as_ children’s 
toys, many displaymen began immediately 
to borrow them trom the gift departments 
to dress up windows tor all kinds of tropi- 
cal settings. Rope chains and tiny palm 
trees are now available to complete the 
settings. Sizes range from a 2-inch tall 
mouse to 18-inch tall giraffes. Write t 
733 North LaBrea avenue tor a complete 
catalogue 


Luegge Replaces Cornell 
For Jordan Marsh 

Following the resignation of Ray Cornell 
as display director of Jordan Marsh, Miami, 
Herbert A. Luegge was appointed to the 
post. He was display director for the Flah 
Co., women’s specialty store, tor the past 
four years and prior to that at Dey Bros., 
both of Syracuse, N. Y. 
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cubpto-(las- 


PATENT PENDING 


Non-inflammable Weatherproof .« 
Dries in 20 min. To imbed objects, butter- 
flies, ferns, flowers, sequins, etc. Place objects 
or arrangement on a sheet of SCULPT-O-GLAS 
backing — available in various thicknesses and 
in sizes of 20°° x 50°° and 50°° x 72" Tear 
SCULPT-O-GLAS film into 1{2"' or smaller 
swatches, dip SCULPT-O-GLAS film into a 
basin of SCULPT-O-GLAS dunk (solvent) for 
one second only and immediately place over 
subjects to be imbedded. Repeat until entire 
area is covered 


PRICE LIST 
SCULPT-O-GLAS FILM 36" WIDE. $ .65 per yd 
SCULPT-O-GLAS BACKING 



































20°" x 50°' No. 2 thin 3.25 Sheet 
SCULPT-O-GLAS BACKING 

20°" x 50°' No. 3 medium 4.50 Sheet 
SCULPT-O-GLAS BACKING 

20° x 50° No. 5 heavy 7.00 Sheet 


SCULPT-O-GLAS BACKING 

20°" x 50°' No. 8 extra heavy 12.00 Sheet 
SCULPT-O-GLAS BACKING 

50° x 72'' No. 3 medium 16.25 Sheet 
SCULPT-O-GLAS BACKING 

50°" x 72'' No. 8 extra heavy 45.00 Sheet 
SCULPT-O-GLAS 


SOFTENER $ 5.00 per ga! 
SCULPT-O-GLAS 

SOFTENER 15.00 per 5 gal. drum 
SCULPT-O-GLAS LEADING 

COMPOUND 5.00 per at 

8 Colors 16.00 per gal 


SCULPT-O-GLAS—8 colors 
concentrated plastic 
stain ; 5.00 per at 
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SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 























No. A-5—DE LUXE red velour No. A-9—FINEST QUALITY outfit made of 
outfit consisting of overblouse, RED VELVETEEN Consists of overblouse 
pants and hat of red velour pants and velveteen hat trimmed with white 
trimmed with white PLUSH PLUSH. Heavy weight leatherette belt with 
Heavyweight leatherette boot large gilf buckle, leatherette boot tops with 
tops and belt. Large size only white plush trim. Large size only 
$57.50 without wig & beard $75.00 without wig and beard 
No. A-3—RED TWILL SANTA OUTFIT, without wig and beard...... $22.50 


SANTA WIG & BEARD SETS 
100°% Nylon Wig & Beard Set, Standard... ..$19.90 


DeLuxe Nylon Wig & Beard Set—50% fuller than Standard.........$29.50 
Super Deluxe Nylon Wig & Beard Set—100°% fuller than Standard. .$39.50 
Nylon Half Wig and Short Beard Set—must be worn with Hat.......$10.00 


oSATEIN  HERZBERG-ROBBINS, INC. 


Air mail, wire or phone 110 W. 30th Street, New York v; me we 
for immediate delivery. PEnn 6-3585 
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/ . Seen in the better stores! x 


STAR MANNEQUINS, P. 0. Box 5,N.Y.C. 11 * 
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Display Board 


CUT and READY 
FOR USE 
IN CONVENIENT 
SIZES 


4 Ply Fibreboard—regular 
2 Ply Fibreboard—bending 
board 


e EASY TO HANDLE 

e EASY TO STORE 

e RAZOR CLEAN EDGES 

e@ READY FOR PAINT, 
WATER COLOR OR 
SILK SCREEN 

e ECONOMICAL 


PACKAGED IN 
CONVENIENT SIZES 


Carry it yourself. 
No package over 50 Ibs. 


Pieces T 























































Sizes Package 
oat F aera 50 
ce oe ae cs coaaae 
OR GD nc cscs 25 
De ae 4seaee 15 
De Oe oicccaue 
Be Oe esate 10 
GENERAL 


Distributing Co. 
461 W. Erie St., Chicago 10 


Fill in the space below for 
samples and prices. 


Name 


Address 
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PRESERVED FOLIAGES 


DRIED PREPARED FOLIAGES 
MANZANITA-DRIFTWOODS 
POLYNESIAN CORAL 
TROPICAL ACCESSORIES 




























AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


BENSON CO. 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 
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Looking toward the new year, George W. 


Westerman, president of the International 
Association of Display Men, urged firms to 
hire experienced displaymen at adequate 
wages rather than inexperienced men at low 
wages. He that this will lead the 
way to the return of display to its tormer 


added 


eminence. 

\. E. Johnston of The Kroger Company, 
Cincinnati, emphasized that “there 1s no 
longer room in any store, no matter how 
small, for mere displays. It 
that displays must 


they 


large or how 
is a significant fact 
founded upon a selling appeal, or 
are not worth the time they take to set — 


he 


nor the space they fill.” 

The code of fair competition ot the adver- 
tising display installation trade was await- 
ing the of President Roosevelt, 
having already received the approval ot the 
NRA boards and the executive 
It was hoped that both install- 
ers and advertisers would lend their full 
cooperation to its entorcement that 
stability would be restored to the industry. 


signature 


several 
committee. 


sO 


A questionnaire to merchants 1m all parts 
indicated that retailers 
planning on an increase ot 15 per cent in 
the spring of 1933, and are making 
purchases accordingly. The spirit of 
optimism and forecast an im- 
provement in conditions in the display field, 
because with volume, retailers 
would be expected to vield to the pleas ot 


of the country were 
sales over 
new 
confidence 


increased 
displaymen for increased budgets. 


DECEMBER, 1948 

Sol Fisher, Fisher Display Company, Chi- 
cago, said, “The window display installation 
trade as a business is the only real ‘free 
enterprise. It is a highly competitive bus1- 
ness with no one guiding costs, trying to 
improve methods, modernize production, 
building good will for this trade or trying 
to create a demand or new users tor this 
kind of service ... although the field is un- 
limited.” 


Leon Gordon Miller, well-known artist 
and industrial designer, was appointed to 
manage Ivel Construction Corporation's 
Cleveland office. 


Announced the new display manager 
for Lane Bryant, Inc., Pittsburgh, was 
Arthur Schnitzler, formerly with Oppenheim 
Collins & Co., Buffalo. 

Harry Kramer resigned as display man- 
ager for Joseph Frank & Son, Nashville. 

The sixth floor and roof of the building 
occupied by the factory of Staples-Smith, 
Inc., 166 Smith street, Brooklyn, were dam- 
aged by fire with several orders in produc- 
tion delayed as the result. 

FE. S. “Ted” Cox, one of the principals of 
Wilken & Jones Pty, Ltd., Australian man- 
nequin and display fixture firm, visited many 
of the major cities in the U. S. and Canada. 

Display personnel from some 265 Belk and 
Leggett in 12 southern states were 
among those who attended a display and 
advertising school conducted by Belk De- 


as 


stores 


partment Stores in Charlotte, S. C., and by 


Leggett’s in Lynchburg, Va. 


It was conceived by the Visual Mer- 
chandising Group of the National Retail 
Dry Goods Association that visual mer- 


chandising “would increase volume in 1949 
if management was enthusiastic in accept- 
ing the principles advanced by the Group.” 

When Sears. Roebuck & Co. used a large 
animated Santa Claus in its Mexico City 
windows, trafic was tied up for almost two 
weeks on the main artery of Avenida Insur- 
gentes while hundreds of thousands stormed 


the displays. 


Ad Agency Director Predicts 
Growth of P-O-P 

A prediction that a resurgence in the use 
of point-of-purchase materials by the large 
retail on its way 
EK. B. Weiss, director of merchandising ot 
Doyle, Dane, Bernbach, Inc., advertising 
at the first national members 
of the Point-of-Purchase Adver- 


stores 1s was made by 


agency, 
meeting 


tising Institute recently. 

Mr. Weiss said the “trend toward giant- 
ism has up to now shrunk the market fort 
pomnt-ot-sale materials supplied by manu- 


Institute members 


this 


facturers, but he alerted 


to expect a reversal in situation 


Advertising Essentials Show 
Expects 10,000 in 1959 


The seventh annual Advertising Essen- 
tials Show, scheduled March 30 through 
April 1 at New York City, will feature 


more than 100 exhibits of newest products 
and services in the ad-essentials 
tional sales aids fields, Thomas 
president of the sponsoring 
Trades Institute, states. A 
of the exhibit area will concentrate na- 
tional aids ofterings and ideas, for 
the benefit of registrants with specific in- 
terest in this phase of the industry. 


and na- 
B. Noble. 
Advertising 
special section 


sales 


Counter Display Unit 
Raises Revion Sales 

Putting all eye cosmetics into a counter- 
storage unit with an attractive glass frost 
display paid off 


on a grand scale tor 
Revion. Eye cosmetic sales increased over 
200 per cent nationally and in some out- 
lets went up as much as 500 per cent. The 


company says: “This display alone moved 
these products into a substantial volume 
category with no other advertising — 


and no change of packaging.” 


Bay Area Display 
Recovers from Fire 
Now 


sec nd 


in their completely returbished 
Hoor quarters, following a_ recent 
fre which destroyed their display room, is 
Bay Area Display, San Francisco. Ray 
Rodriques, owner, wishes to thank every- 
one that aided the firm in setting up tem- 
and 


rushing in 


porary quarters new sam- 
ples replacing those lost in the fire. 
POPAI Exhibit Set 
For March 24-26 

The 13th annual Point-of-Purchase Ad- 
vertising Institute Exhibit will be held 
in Chicago, March 24-26. The show fea- 
tures the latest products in P-O-P by 


manutacturers. 
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HOW 10 get top 


MEN'S WEAR 
DISPLAYS! 














La 
+ 
This new book shows you how to rig and form 
’ ° 
. men s wear apparel professionally and expertly 
Men's W for Displa 
By LLOYD L. BUZAN COVERS ALL ITEMS 
’ 4 no Tools used in rigging; forming dress shirts; hand iron- 
Men 4 Wear Displaymen a ing; shirt forming; construction of bib for shirt form; 
boarding dress shirts; other styles of boarding; construction 
e 4 i of pointed boards; tying neckties; full Windsor knot; half 
Retailers have asked for it! Windsor knot with double dimple; half Windsor knot with 
single dimple; rigging neckties; equipment; decorative 
Finally the insistent demand by displaymen and retailers has use; toppings for forms; sport shirts, short sleeves; forming 
been answered by this new book on the preparation and handling and | boarding; _ ahiggent shoes; ennai: hats; slacks ; 
of men’s wear for display by a noted authority on the subject, oe and per = a recereggeante and jackets; sleeve- 
who has spent a lifetime in this work. es sweaters on forms; long sleeve sweaters on forms; long 
sleeve sweaters on boards; waist-length jackets on forms; 
Here is a book that will pay for itself over and over again by underwear, shirts and shorts; on three-quarter mannequin; 
increasing sales from your men's wear displays. By following its robes; over pajamas on three-quarter mannequin; draping 
step-by-step photographs and instructions you can give your dis- robes; coat forming; construction of sleeve pads; how to 
plays that crisp, professional look that makes your merchandise fold handkerchiefs; coat forming; how to fold a coat for 
stand out at its very finest — and this definitely means more sales. laying; topcoats; laying; draping for one-side view; drap- 
Every phase of forming and rigging men’s wear for display is ing for two-side view; draping on shoulder and arm form: 
answered in easy-to-understand instructions and photographs. hanging; rigged half-shell over coat on form; combination 
Whether it’s dress shirts, sport shirts, clothing, in fact, everything displayer for suits, sports coats and slacks, topcoats and rain- 
from hats to shoes, you will find detailed instructions for their coats; suits on mannequins; topcoats on mannequins; half- 
preparation for the final display setup. shell over a suit; wearing full coat; mannequin carrying 
The displayman will find the book of great practical value topcoat; rosette with handkerchief and leveling board: 
and at the same time the store owner and beginner will find forming rosette; construction of leveling board; turntable— 
this book an absolute necessity. Completely illustrated, step-by- all shown with step-by-step photographs and simple, easy-to- 
‘ step photos and instructions, simple to follow. follow instructions. 











With the aid of this book anyone can learn to handle 


men's wear like the famous men's stores Order Your Copy NOW i 


DISPLAY WORLD, Cincinnati 1, Ohio 
Over 300 Illustrations 


Size 9 x 12 inches 
Heavy Cloth Bound Cover 
Plastic Bound To Open Fiat For Easy Use 


ING MEN’S WEAR, for which $10.00 is enclosed. 


[) Please send me a copy of RIGGING AND FORMING 
MEN’S WEAR and enter or extend my subscription to 


closed, a cash saving of $1.00. (All foreign combination 
orders, except Canada, $1.00 additional.) 


price $10.00 postraw naan 
ES ; 
Now Ready For Immediate Delivery ae as STATE 





106 PAGES— fonenen en nenee ne nenenenenennn enna nnnnnn n= 


[] Please send me postpaid a copy of RIGGING AND FORM.- 


DISPLAY WORLD for one year, for which $14.00 is en- 
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For Mannequin 


WIGS 


No Measurements Necessary! 











Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN’S . 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver. 


Write for NEW Catalog. 


HERZBERG-ROBBINS, INC. 


110 W. 30th Street, New York 1, N.Y. | 
PEnn 6-3585 | 


























Ballou’s 


Glittering products will add 
sparkle to your Holiday 
displays. 

METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 


gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displays. Spe- 


cial colors made to order [including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


& Varick Street, New York 13, N. Y. 











| ered in natural tan paper. 


DISPLAY FANTASY 
IN MAGIC MANHATTAN 
[Continued from page 37] 


a display at Ohrbach’s, where An- 
Hvorslev is the display director, 
up the legend: “Girls are such 
cats — They all want little boy coats, 
trom QOhrbach’s Children’s Coats — 
Floor.” The window floor was cov- 
(;old-splattered, 


els tor 
dreas 

pointed 
copy 
Too, 


Sixth 


white wickerwork framed the window, and 
the back wall was a green. 
The large cat montages varied in tones 


trom panel to panel, though all the panels 
were covered in natural tan paper to match 
the floor. Corrugated paper was used for 
part of the montage sections. All three 
cats had black whiskers. Each had a red 
satin bow tied on its curled-up tail and a 
bunch of artificial violets fastened to its 
head. Four little girls wore the featured 





coats, in beige, blue and tan 

For an interesting series of displays at 
Bloomingdale's, Edward Van Castelberg, the 
display director, built up exciting subtle 
tones inspired by foods. The caption read: 
“Succulent souffle, the year’s tastiest fabric, 
shapes our connoisseurs’ coats! ...” The 
floors were covered in blue sawdust. The 
walls were an off-white. Cases in the win- 
dow pictured were painted blue, matching 
the bottles and the blue and white square 
cookie boxes arranged on the shelves. The 
square boxes were labeled “Motta —- Ama- 
retti.” Two mannequins were posed in the 
setting, and both wore blue coats. 

“Night Brighteners — Fashion Excitement 
in jewel tones . .. began the caption for a 
handsome display of turquoise-toned even- 
ing frocks at Gimbel’s. The display director, 
Luke Maletich, had carpeted the entire floor 
of the huge corner window at Gimbel’s in 
beige. The wall was a light blue, in a tur- 
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DISPLAY DIRECTOR 
DONALDSON CO. 
MINNEAPOLIS, MINN. 
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DISPLAY WORLD 















Strings of metallic fans in 
silver and turquoise were fastened like co- 
lumns near the rear of the window, and 
tour large blue pedestals stood in front of 
them. A mannequin was posed on each 
pedestal, and four others were placed about 
the floor. All except the one standing on 
the third pedestal from the left, wore blue 
dresses. The excepted one wore a _ white 
dress with a blue flower print. 

Two blond wood benches were placed at 
the corners of the window, one toward each 
street and both had similar displays grouped 
on them. A white fur stole or scarf, per- 
tume bottles, white gloves and rhinestone 
jewelers were arranged on each. 

Theatre coats pointed up a display intro- 
ducmg the perfume “Curtain Call’ at 
Tailored Woman where George Fiehl is di- 
rector of display. The copy began “Cur- 
tain Call — sumptuous silk slipper satin 
opens the season in style . 2 

The window floor, wings and arched open- 
ings were covered in white moire. Deep in- 
side the window, the floor was tiled in 
squares of black and white, the wall was 
white, and in front of it were black and 
gold screens. 

Three mannequins were posed in front of 
the black and gold screens and another was 
posed inside the left front arch. A glass 
displayer was set behind the center arch 
opening and on it were a rose red scarf 
which draped out onto the floor in front, a 
bag, and two brass hat displayers 


quoise tone. 


green 


on which were hats of roses with green 
leaves. 
Three more of the hat displayers stood 


on the floor in front of the arch and flower 
hats were set on them. Four green bags, 
two pairs of white gloves, and a green neck- 
lace on a displayer were arranged in front 
ot the hats. 

\ head form at the far right of the win- 
dow had a pale pink scarf draped around 
its shoulders. A hat of black feathers and 
pink roses was on its head, and many 
strands of pearls were around its neck. 
More strands of pearls were held by a hand 
form. 

At the opposite side of the window, bot- 
tles of Jumelles’ Curtain Call perfume were 
arranged near the strip, and a red 
gloved hand lay on the edge of the copy 
strip. The initial letter of the copy was of 
gold. 


cf py 





New Store Fixtures 
Have Easy Assembly 
A new way to build 


store fixtures has 


been introduced by E. Taranger, Inc., of 
Fort Lauderdale, Fla. By using “Jiffy 
Joints,” a series of patented cast aluminum 


fittings, and extruded tubular sections, Mr. 


laranger claims a structure can be made 
to meet practically every individual need, 
including storage racks, bins, display 


frames, counter shelves and storage cases. 

Framework assembly is merely a matter 
of turning a threaded bolt, then adding 
the shelving or paneling preferred. Color 
strips of vinyl Formica can be inserted in 
the dovetails horizontal sections for added 
eye-appeal;: or if desired, sales data or 
lettering may be inserted. Information and 
descriptive brochures can be obtained by 
writing E. Taranger, Inc., 1611 S. W. Ist 
Avenue. 
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Most 


versatile 
Display 
Ever 


THE SHORCASE 


DISPLAY MASTER 





The dramatic answer to Today’s modern store layout . 
display problems before they start! Amazing strength . . will 
hold half a ton on one side without buckling! Attractively de- 
signed, smartly finished in permanent Plextone and solid oak. 
Dis-assembles for easy storage! Use your own accessories 
or choose from multi-purpose “SNAP-SET’ ACCESSORIES. 














FROM THIS 
TO THIS 
IN MINUTES ; 
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FREE CATALOG: 
At Your Dealer 
or Write Direct 


Shore Woodwork Co., 894 N. 40th St., Phila. 4, Pa. 
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AMERICA'S LARGEST AND BEST 
e SELLING MODERATE PRICED LINE OF 


ARTIFICIAL FLOWERS, FOLIAGE, SET PIECES 


and NOVELTIES For VALENTINE & SPRING 1959 


For the Display Jobbing Trade 


Will be open Saturday, December 6th at the New York NADI 1958 Showing 


Rooms 548, 549, 550 & 551 


New York Trade Show Building, 35th St. and 8th Ave., New York, N. Y. 


DECEMBER 7 THRU DECEMBER 11 


Send your request for your FREE catalog for Valentine & Spring 


Manufactured & imported by 


BERNARD SCHWARTZ & CO. 


426 EAST 91st STREET 


NEW YORK 28, N. Y. 














SEA 
SHELLS 


FROM THE SEVEN SEAS 


Largest Assortment 
Immediate Delivery 
NEW CATALOGUE 
Your Jobber or Direct 


MALROS CO. 


The House of Colors 


Box 289 Dover, N. J. 


et 














FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS || 
R. A. OHLHORST | 


278-292 Johnston Ave. 


Send for your copy TODAY 


‘““HOW TO FORM A COAT, professionatly” 


64 photographic illustrations 
each with explanatory copy 


by Pauw! Barber 


$500 prepaid . 
| SA APRRDRARR ASAD DA SASA DASA SEERRE SRL ELAR RRA ERR RL ARR RAR ARE ARR A RA AAA AA AA EAD A 


D. I. P. S$ .—3905 Piymouth Rd., Lowisville 7, Ky. 


. Please inclose payment with order 


Jersey City, N. J 
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FLAMEPROOFING 
FOR FABRICS 
AND PAPERS 
GIANT 16 oz. can 
$1.89 


Write for literature. 


Dealers’ Inquiries 
invited. 














INDUSTRIES, Inc. 


1211 E. Fayette St., Box 122, Syracuse, N.Y. 


we 












STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and beginners will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you — 
names of our graduates. 

Write for literature 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 


DRESS UP CARPETS 


WITH 


DY-O-RUG 


Renew Faded, Worn Carpets with 
HIGH QUALITY DYE 
Easily applied in place on floor 
Carpet looks like new — 14 colors — 
Pint covers 12 sq. yards....... $3.00 
Saves money — Saves time 


Window Display or Floor Carpeting 
Marketed over 30 years. 


HELMS CHEMICAL CO. 


BROOK, INDIANA 


Muubattan 


— letter co. 


= ‘mecararoaaresn 


15} WEST i8th STREET, NEW YORK I1, N. Y. 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 
BSTLAY CRAFT §636—2 

PORTLAND, IND. 
— interested in Salesmen and Jobbers — 


SHOULDER COVERS 
Vinylite window-clear — vinyl — polythene. 
Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOx 35 YARDVILLE, N. J. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Greductes cre in Demand 
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ctober Medal to Burke 
















































































ITH THE opening of the fall opera 

or symphony seasons in various 

parts of the country it seems only 
fitting that October's gold medal for the 
best entry received in DISPLAY WORLD’s 
International Display Contest for 1958 should 
center around this theme. This winning 
display was created by Arthur Burke for 
Remington Rand Electric Shavers, Bridge- 
port, Conn. 

This window featured the Remington 
Princess shaver for women and _ invited 
veiwers to “Participate in a truly electrify- 
ing performance.” A companion display of 
men's shavers contained the same props ar- 
ranged opposite to the pictured display to 
achieve a balanced effect. The added ap- 
peal ot the black lace shawl proved the de- 
ciding tactor in choosing between the two. 
The use ot a high fashion motif for dis- 
playing this type of merchandise is highly 
commendable and should prove successful 
merchandising. 

The 1958 contest, as in previous years, will 
continue throughout the entire 12-month 
period and ts open to any displayman any- 
where in the world. It is not necessary 
to be a subscriber to DISPLAY WORLD in 
order to compete. The contest has 99 dif- 
terent classifications, making it possible for 
display people in practically any kind of 
enterprise to enter. 

At the conclusion of the contest on Decem- 
ber 3lst of this year, entries in each classi- 
fication will be judged: gold. silver and 


bronze medals will be awarded for first, 
second, and third places, respectively, in 
each classification. First place in each dt- 
vision will carry with it three points, second 
two, and third one. The person who scores 
the highest number of points in the entire 
contest will receive a beautiful gold plaque 
as sweepstakes prize, and the next three 
highest will receive, respectively, gold, silver, 
and bronze plaques. 


As 1n past years, each month a gold medal 
will be presented tor the best entry received 
during that period of time. These monthly 
awards have no bearing on the final results 

Entry in the affair is made by means of 
black and white photographs preterably & 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un- 
mounted. On the back ot the photograph 
should be listed the displayman’s name, his 
store, city, address, and the classification 
under which it is to be entered. No photo- 
graphs will be returned. 


The contest which was conducted in 1957 
had a total number of entries amounting to 
4.626 coming from all parts of the world 
and establishing a new record. The top 
award, the sweepstakes prize, went to 
Joseph T. Sjursen, Frederick & Nelson, 
Seattle. First place was won by Harold 


McLaren, The 3on Marche. also of Seattle, 
while second went to Frederick Asmussen. 


The Myer Emporium, Melbourne, Australia. 


Third place was won by Virginia Paxson, 


Marshall Field & Co., Chicago. 


DISPLAY WORLD 
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XMAS FABRICS 

METALLIC MESHES 
TINSEL FABRICS 

VELOUR FABRICS 
BURLAP — 18 Colors 


Jobbers Prices 


Linen Theatrical Gauze — Fishnets 


Grass Mats — 3% «x 6 feet 
VAN ARDEN FABRICS MNERS. 


110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 














WHITE MICA 


FIREPROOF . . . REALISTIC 
SPARKLES LIKE Real SNOW 


Available in 50 Ib. Bags 
U.S. MICA COMPANY, INC. 


79 PROSPECT ST. 
STAMFORD, CONN. 











WESTERN 
DISPLAYS 


¥%& Rustic Frames 

% Rustic Boxes 

% Bird Houses 
& Feeders 

BIRCH 

Poles & Branches 

CEDAR 

Poles & Slabs 

















DISPLAY PUMPS 






MODEL 
AIA 





® 1/250 H.P. 
Shaded Pole Motor 

® All Bronze Pump 

© 4 ft. Shut Off 

® 1 gpm at 1 foot 


Designed as a compact, low cost, quality pump, espe- 
cially suited for making animated displays with water, 
fountains, soap, beer, wine, etc. Its tripod base has 
exceptional stability. 47 other sizes. 


EASY INDUSTRIES § 


216 N. RACINE AVENUE e CHICAGO 7 


WOOD LETTERS 


Send for price sheets 


MALROS CO. 


The House of Colors’ 


Box 289 Dover, N. J. 
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Gibraltar Corrugated Displays 
To Expand Operations 

“Every product is a target for the ag- 
gressive salesman of corrugated point-ot- 
purchase displays, William P. Katz, vice- 
president in charge of Gibraltar Corru- 
gated Paper Company's Display Division, 
declared recently as he announced an over- 
all expansion program, including new ap- 
proaches to production, advertising and 
marketing. 

Plans include introduction of new pro- 
duction techniques, with emphasis on in- 
creasing the variety and quality of printing 
methods on corrugated cardboard. There 
will be continued stress on creativity as 
well as production methods, Mr. Katz in- 
sisted. 


Armstrong to Organize 
Own Design Company 

William H. Armstrong, vice-president and 
director of design at Harley Earl Inc., 
industrial designers, of Warren, Mich., has 
resigned his post to head up his own in- 
dustrial design company, it was announced 
by James Earl, president of the Earl firm. 

Armstrong will continue to operate from 
the Middle West under his own name, with 
offices at the Stevens building in Birming- 
ham, Mich. He will specialize in product 
design. 
DiMarco-Bartoli Company 
In New Quarters 

Increasing demand for services and prod- 
ucts ot DiMarco-Bartoli Company, Inc., 
New York City, has been given as the rea- 
son tor the firm’s move to bigger quarters 
containing the latest machinery to produce 
the best in latex dispiay items. Michael J 
DiMarco of the firm also extends an invi- 
tation to displaymen to visit the new fac- 
tory while in New York for Market Week 
in December. It is located now at 502 E. 
164th street. 


Gimbels, Stern Bros. 
Win Exterior Contests 

Gimbels, New York City, won the first 
place award in the department store cate- 
gory tor exterior display in the State De- 
partment of Commerce and Public Events’ 
tall “Salute to Seasons.” A similar award 
for the best exterior planting went to Stern 
Bros. in the department store division. 

Luke Maletich, Gimbels’ display director, 
created a mosaic over the main entrance 
on Herald Square, 28 teet long and 5 feet 
wide, tashioned from five colors of chrys- 
anthemums. 


Williams’ Representative 
Visits European Customers 

Julian H. Webster of D. G. Williams Inc., 
mannequin and display equipment house of 
New York City flew to England on Novem- 
ber 7 to call on Williams customers in 
Britain and on the Continent. Mr. Webster 
also will visit retailers and manutacturers 
who saw and were impressed by the Wil- 
liams mannequins displayed at the American 
Pavilion of the World’s Fair in Belgium 
this past summer. He will return in time 
for the opening of the Williams forthcom- 
ing show “Sweet & Lovely” now scheduled 
to open sometime before December 1 





CUT Plexiglas® LETTERS 
FOR SIGNS AND DISPLAYS 


STOCK 
SIZES 


* 
KABEL | 
ROMAN | 
MODERN 
FUTURA 
GOTHIC |» 


CONDENSED **’ 
» ses 


e PRECISION CUT (NOT molded) 
e ALL AVAILABLE PLEXIGLAS® COLORS 
Special Styles and Sizes To Order 


— Also engraved BAKELITE and — 
PLEXIGLAS® plates 


WRITE FOR PRICES AND SAMPLES 
Fort Hill Plastic Letters Corp. 


Dept. D82 
40 Hanover St., Boston 13, Mass. 





¥e'to7” 


Aen 


3%" +08" 


aati 


























INFROPAKE SHIELDS 
CUT FADING LOSSES 


Easily installed — simply slip infropake 
plastic sleeve over tube. 


Independent Lab. tests (available on request) prove 
INFROPAKE shields eliminate ultraviolet rays from 
your present fluorescent tube lighting units. Stop 
fading for extended periods 


@ Unbreakable, flexible plastic construction. Easily 
removed from burned out tubes for reuse 


ORDER DIRECT: Available for al! size tubes 
Fully Guaranteed 


48°" tube I'/2"" or I" dia $1.98 
72°* tube I'/2"" or It" dia $3.00 
96°" tube I'/2"' or I" dia $3. 


v' 
oO 


Other tube size prices on request 


INTERNATIONAL 
WINDOW SUPPLY CORP. 


22 EAST 17th STREET. NEW YORK 3, WN. Y. 











FOIL PAPERS 


BASE METAL — PUFFING FOIL 





ALL COLORS 


ALUFOIL PRODUCTS (CO., INC. 


15 FERRY ST., N. Y. 38, N. Y. 
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Aawact 
POLYNESIAN 


DESIGN 
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TAPA 











DISPLAY HOUSE LTD. 
HONOLULU, HAWAII 
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TICKET HOLDERS 


Molded of 
olded o 


CLEAR PLASTIC 
Complete the picture of ultra-smartness created 


Pyramid Ticket Holder perfect 
with plastic displayers by using ticket holders of 





for small point of sale pricing. 


clear plastic. These beautifully molded ticket 

holders are just the thing for soft line display. 

Ch 10 Package of SD... ...... 2. -cvecccccveess $ 9.00 
Lots of 100 . 15.25 


QUENSELL DISPLAYS INC. 


6856 EXETER STREET FOREST HILLS, N. Y. 


ALUMINUM 
FOIL 
GARLAND 


12" wide—3 ply—triple taped 
Write for literature—dealer discount 


EETREEF) wousteits, inc. 


1211 E. Fayette St., Box 122, Syracuse, N.Y. 

















DISPLAY TURNTABLES 
|| @ Heavy Duty = « All Stee! 
° SIZES FROM 34" UP 














Write for free illustrated folder 


AMER“-STAGE EQUIPMENT 
805 £.134 St., Bronx 54,N. Y. 


SUPERB 


Decorative Hardware 
Display Ring & Matching — 
Hooks in Brass or Chrome. 
Hundreds of Display Uses. 

Write for Free Brochure 
ARTHUR V. LEONARD 

8944 Sagamore Road 

Kansas City 15, Me. 














THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds 
For outstanding features 


INDOLA | 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Cetalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











8820 Sunset Bivd., Los Angeles 46, California | 


Two New Showrooms 


For Natural Creations 


Natural Creations, Inc., manutacturers 
and designers of windows, interior and 
exterior displays, has opened recently two 
large showrooms adjacent to its manufac- 
turing facilities at Upper Saddle River, 
N. J. John C. Coan, the owner, pointed 
out that this location, adjacent to New 
Jerseys Garden State Park, provides easy 
accessibility within a 100-mile radius be- 
cause of direct connections with the New 
Jersey turnpike as well as the Massachu- 


setts and New York thruways. 





Fifth Anniversary Celebrated 
By Schnur-Appel 


Schnur-Appel Design Consultants marked 
their fifth anniversary recently with an 
open house at their offices, 2165 Morris 
avenue, Union, N. J. 





A representative collection of modern 
packaging, point-of-purchase displays and 
unique products designed by the firm were 


made available for public viewing at the 
affair. The firm was founded in 1953 by 
two designers, Martin Schnur of West 
Orange and Mel Appel of East Orange, 
and now claims to be the largest protes- 
sional organization in its field in New 
Jersey. 
Lavergne New Displayman 
For Bon Marche 

William F. Lavergne, formerly with lL. 


Company, Seattle, has joined the 
staff of Bon Marche, Spokane, as display 
manager. In the past he was also in the 
display departments of N. Ungers in Port- 
land, Wash., and in interior decorating 
at Lindstrom’s in Tacoma, Wash. 


Magnin 
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Vice PRESIDENT 


GUSTAVE RUGBNER, INC. 


NEW YORK City 





\ RETURNED to NEW yorK IN 1950. 
STARTED WITH GUSTAVE RUBNER_ INC. 
AS ASSISTANT SALES MANAGER. ’ 
AIDED IN SALES, DESIGNING AND PROMOTION 
OF EXCLUSIVE DECcenTIVE ZUBNER PRODUCTS. 


+losGres....... 


PVECPLE - GOLF - GEouP -THEATOE - 
—A.CTIVE PARTICIPATION In PoLnrrtics. 
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KEY TO SUCCESSFUL EXHIBITIONS 


[Continued from page 68] 


model of this Borg-Warner Exhibition Hall. 
Paul Barkmeier, vice-president in charge 
of marketing, was selected to work with 
Mr. Stensgaard to review and determine 
the basic concept and the allocation of 
space, by divisions, and furnish information 
as needed. 

In about two months the _ preliminary 
ideas, sketches and scale model were sub- 
mitted to Borg-Warner officials. This with 
a general idea of cost, also annual opera- 


tion cost. Many questions werte, of course, 


asked and answered. In a few weeks a de- 
cision was reached to proceed. Now the 
serious work really began. 

A plan was devised whereby Mr. Stens- 
gaard, Mr. Barkmeier of Borg-Warner, and 
Sig Purwin, his vice-president in charge of 
design, and others were to set up a schedule 
to visit about 40 plants of Borg-Warner. 
This for the purpose of telling the concept 
and objectives of this Borg-Warner Exhibi- 
tion Hall project to the executives of each 
division in person. Most of all, to get first 
hand their suggestions and support for this 
project since it was planned to operate with 
changes and additions for several years. 

On each visit Mr. Stensgaard and his staff 
held meetings, reviewed products, toured the 
plant, took pictures of interesting operations, 
etc. The problem was to select some idea 
or segment that could be interpreted with 
interest and showmanship to the public, and 
also combine with all other ideas and prod- 
ucts into an Exhibition Hall . not a trade 
show. 

All of this required several months, with 
all of this recorded for study. We were 
ready to begin plans and designs. This re- 
quired about four months. Next, of course, 
detailing and estimating coupled with en- 
gineering — and finally production. 

New materials were needed. Each re- 
quired a search and a test or a mockup or 
a model for all to see and approve. Several 
months of production requiring many differ- 
ent skills, talents and crafts. In all, more 
than 300 different people, each a specialist 
in electronics, science, research, sound effects 


and recordings; also metals, plastics, woods, 
art, sculpturing, lettering and others. 
Services required were supervised by Joe 
Hadfield of the Stensgaard engineering staff. 
These are regular and high voltage electric 


ENTERTAIN FIRST, EDUCATE SECOND 


current, compressed air, 
water, steam, gas, etc. Also arrangements 
in floors, walls and ceilings to anticipate 
changes and moves. Services for all types 


of exhibits including petroleum, chemical, 


steel, electronics, transportation, defense, in- 
dustrial, as well as consumer products, all 
made by divisions of Borg-Warner. Many 
more combine to complete this, one of the 
greatest and most interesting industrial ex 
hibition halls in the world. 

The red carpeted spiral stairs to the lower 
level were placed in the very front corner 
of the Exhibition Hall because Mr. Stens- 
gaard thinks people are more interested in 
people than most anything. He wanted peo- 
ple outside the glass on the street to see 
people inside and also to have a view of 
the lower level. At this location is a pow- 
erful hydraulic lift on top of which its a 
large revolving platform for spectacular 
showmanship. 

Another spectacular feature is a _ large 
semi-circular cut-away section in the south 
section of the main floor. Here a great 
exhibit, two floors high, tells the story of 
man’s ability to conquer space. 

We predict this is the type of exhibition 
hall other industries will do as a means ot 
telling the American people the great story 
they are entitled to know of great corpora- 
tions and, in brief, the great part they play 
in the American way ot lite. 


— 





Stensgaard Catalogue 


Has Zorro Panels 
The tamiliar Zorro 
books and television are now available on 
a new art panel 30 inches high by 90 inches 
long which can be cut into three separate 
Designed and produced by W. L. 
Stensgaard and Associates, Inc., 
they are offered for Christmas displays in 
windows and children’s departments, Write 
to the firm for other Christmas display 
decorations in its new catalogue 


characters of comic 


sections. 


Brunn Locates Permanently 
On West Coast 

Theodore F. Brunn, western representa- 
tive for Brunn & Bertheim, Greneker Cor- 
poration and Visual Merchandise Displays, 
all of New York City, has established a 
permanent residence at 1318 North Mar- 
tel avenue, Los Angeles, so as to render 
better service to his clients on the West 


coast. 


hydraulic = Iiit, 


Chicago, 














the unusual in mirrors by PA RALLEL 


Paramir (A)—dramatic multi-color mirrors 
Paraflex {B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes 
Mosaic Glass Tesserae—Plastic Mirrors 




































Your source for materials, mirror balls, 
and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 
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Williams Promoted 
By Stewart's 

Kenneth H. Williams has been raised by 
Stewart Dry Goods Co, 
divisional merchandise manager to genera 
merchandise manager, where he will have 


Louisville. from 


general supervision of all merchandise 
activities, sales promotion, advertising and 
display. 


New Plastic Louver 
Features Color 

A new, plastic louver of permanent molded 
colors has been introduced by Sinko Mig 
& Tool Company, Chicago. These Thin 
Sell louvers have several attractive chara 
teristics which are described in the firm’s 
literature, which may be secured by writing 
directly to the company at 7310 W. Wilsor 
avenue. 





Store Equipment Exhibit 
Scheduled March 8-12 

A Variety & Chain Store Equipment Ex 
hibit will be held March 8-12 at the New 
York Trade Show building, New York City, 
in conjunction with the 21st Variety, Toy 
& Novelty Merchandise Fair and concur 
rently with the American Toy Fair held at 
the Hotel New Yorker across the street 


Economical Partitioning 


Afforded by New Splicers 

Clip-On single end splicer is a more ec: 
nomical method of partiitoning glass shelves 
Armstrong Store Fixture Company claims 
The special spring steel base assures a 
firm and lasting grip and allows you to 
band or divide glass shelving in any man 
ner. Write to the firm at Glenshaw, Pa., tor 


a complete catalogue. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 














Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1° to 12” high 


206 MAIN PROFESSIONAL BLDG 


taahal 104 W. FOURTH ST 
ROYAL OAK. MICHIGAN 


Write for descriptive literature and prices 


DISPLAY-ART SERVICE & SUPPLY 


Executive Brass Bed—Very Heavy looking 















Wine Press G7 
Authentic Rail Road Crossing Sign 17.00 
Bailustrade Railing Unit 3 ft. x 8 ft. x 4 ft 38.50 
Pair Ladies English Riding Boots & Crop 8.00 


Send for our complete /ist of unique Display Props 


BRUCE SPECIALTIES COMPANY 
Mfg. and suppliers of —— display prop 
RR-1, DEPT. D2 ARTLAND, WISCONSIN 


WOOD FLAKES — CHIPS 


Kut Grass, Palmetto, Cycas leaves, Sand, Stones, Cora! 
Piastic for Spring Displays. Contact your jobber to 
see our 1958-59 catalogue. If necessary write direct 








National Display Materials 
Div. of Nationa! Sawdust Co., Inc 
Brooklyn Ii, N. Y 


65 N. 6th St. 
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SPEED 


|. 3 day SERVICE to Chicago area 
2. 5 day SERVICE to East Coast 
3. 10 day SERVICE to West Coast 
4. 5 day SERVICE to South 


NATURALIKE 
GREEN GRASS MATS 
Serving display needs since 1920 


MEMORIAL 
GRASS CO. 


521 East 7th S#., Uhrichsville, 
Phone: Wa 2-1261 


Ohio 








Rotaseller and Husky 
TURN 
TABLES“ 


The finest quality 
turn table on the 
market today. 
They will give you wonderful motion dis- 
plays. Write for literature. 

Sold by leading jobbers 


ULRICH BROTHERS 








2823 Agnes Corpus Christi, Texas | 


FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 


all colors 








Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Po. WAlnut 5-5219 
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Use Glowing Fluorescent Colors 


with STROBLITE BLACKLIGHT LAMPS 


Eye-catching and intriguing effects can be 
achieved with brilliantly glowing Stroblite 
Colors and Ultra Violet Blacklight. For 
Scenery, Backdrops, Decorations, Etc. 
Write for illustrated brochure 


STROBLITE COMPANY 


Dept. W, 75 W. 45th St., New York 36, N. Y. 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Bails in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
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STagg 2-5693 
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SEVEN DEADLY FALLACIES 
OF SAMENESS IN P-O-P 


| Continued from page 25) 


THE CUSTOMER. When we talk about 
sin number six, were really approaching 
sacrilege, because sin number six is CATER- 
ING TO THE CUSTOMER TOO MUCH. 
Many of you may feel there’s no such thing, 
you can't cater to the customer too much. |! 
say we can, and we do! 


For example, our customer, usually the dis- 
play director, presents a problem for us. At 
the same time, he may give us the answers to 
that problem that his company used the previ- 
ous year. What 
“Well, that may have been okay last year, 
but it’s no good this year. 


do we say? Do we say, 
Let’s start from 
scratch and see if we can come up with some- 
thing completely different.” : 
What we 


do say is, “If that’s what you want, Joe, we'll 


We rarely say things like that. 


give you what you're looking for.” 
Or the customer may say, “Look, here’s the 
advertising 


running.” “Yes,” we 


say ,“we ll give you something that ties in with 


weve been 


your advertising.” And what we do is little 
more than blowing up what he has. 
Or the customer may give us a lecture 


on company policy, which immediately stifles 
our mdependent thinking. Or sometimes he 
tells us what his competitors are doing, which 
then becomes our guide. Or he gives us a big 
bit on what his superiors lke and we're sup- 
posed to grope for that. 


this 

very situation, is in a 
First of all, too much of his time 
is spent in administration, or supervision or 
advertising 


| say that’s poppycock. Kemember 
the customer, by his 


bad spot. 


production or company meetings 
for him to be able to approach his problems 
objectively. He may be an old employee 
and in a rut. He might have too many bosses 
to contend with and might resolve this situa- 
tion compromise. Or _ he 
weak or 
really new. 


might 
insecure to try something 
That's why I feel that very often, 
if our objective is to create, we fail in our ob- 
jective if we cater to the customer too much. 


through 
he TOO 


In the long run, if we do give him something 
original, even if it runs counter to his in- 
structions, we do a better job for him as 
well as ourselves, than if we slavishly followed 
his time-worn patterns. 


The last sin is the deadliest of all. It’s 
COMPLACENCY, and it works on all of us 
like a tranquilizer, telling us that everything's 
all right just as it is. Saying to each of us, 
“What you've done is great, so why change?” 
This COMPLACENCY is the strongest ally 
that sameness has, and the toughest enemy of 
creativity that exists because it works inside 
each of us. 

It’s the last of the seven deadly sins that 
cause sameness in P-O-P. And that 
weve seen all these sins face to face, we 
can realize how difhcult it would be to defeat 
them. Believe me when I[ tell you that I’ve 
succumbed to all of them individually and 
collectively. Believe me when I tell you that 
there were many times when it seemed easier 
and better and certainly much more profitable 
to let my plant facilities get sales for me, 
or when I'd run to the morgue for answers 
to problems, or when 


now 


I'd get a slough of 


orders and become relaxed and complacent. 

But there were also times when I'd get 
disgusted with doing the same thing over 
and over again: when I realized that the 
rut I was in was really a big hole that | 
had dug for myself in this industry and 
that the only way out of this hole was to 
climb up the ladder of creativity. And in 
trying to climb up, I made a remarkable 
discovery—a discovery that you who are in 
the same hole may have made, or 1f you 
haven't made it yet, here it is! I discovered 
there were seven steps up the ladder of 
creativity—Seven steps that could surmount 
the seven deadly sins of sameness. — The 
remainder of Mr. Fidler’s address before the 
Point-of-Purchase meeting in Atlantic City, 
N. J., October 17. will be continued in the 
January issue. 


Court Named Consultant 
For Trade Fair Exhibits 

The U. S. Department of Commerce has 
announced the appointment of Lee W. Court, 
soston, visual sales promotion specialist and 
former displayman, as special consultant 
and advisor on production and development 
of trade fair exhibits. He formerly 
display director for Filene’s of Boston and 
now has his own firm, Lee W. Court Asso- 
ciates, in the field of visual merchandising. 
Also an artist of note, he has had art shows 
throughout the U. S. He ts also a principal 
of Bergdahl, McCarthy, Court 
of New York City. 

Mr. Court previously assisted in the plan- 
ning of several exhibits last year in 
Turkey and This coming year he 
will help plan exhibits for the Japan Inter- 
national Trade Fair in Tokyo and _ the 
Poznan International Trade Fair in Poland. 


Was 


Associates 


seen 


(,reece. 


Kiley Conducts Clinic 
On Store Planning 

A retail management clinic on store plan- 
ning attracted a large group to Chicago re- 
cently to hear Jim Kiley, display consultant 
and DISPLAY WORLD contributor. It was 
sponsored by the Garden Supply Merchan- 
diser, for which Mr. Kiley also writes store 
design and display articles. He will pre- 
sent the same clinic in New York City in 
January and again in Florida in March, in 
conjunction with various retail merchandis- 
ing meetings. 

Enthusiasm was so great, Mr. Kiley said, 
that it was necessary to extend the meeting 
past the original three hours and on into the 
afternoon. Approximately 60 merchants at- 
tended, leading to his conclusion that it was 
a very successful event. 


Interesting Program Planned 
For Merchants’ Convention 
Speakers, panels and discussions by top 
authorities in their respective fields will 
provide members of the National Retail 
Merchants Association with basic up-to-the- 
minute information = on merchants 
throughout the world are meeting the new 
sales challenges of retailing 


how 


successtully. 


The occasion will be the 48th annual con- 
vention in New York City, January 12-15. 
The theme of “Selling is Everybody's 


Job” will be developed in 31 different semi- 
nar sessions during the meeting. 


DISPLAY WORLD 











Experienced, Dep’t Store 
PROMOTIONAL 
DISPLAY DIRECTOR 
wants challenging position—in 
the NORTHWEST 
16 years’ exp. and 12 in pres- 
ent firm. Qualified director of 
display, advertising, public re- 
lations and promotion plan- 
ning, interior decoration and 
store personnel training. My 
resume upon your request. 

W. FORD HAVILAND 
1111 West Main Street 
Charlottesville, Va. 





$5.00 PER COLUMN INCH 


Effective with the January issue, out December 20, 
the cost of ads in the Opportunity Exchange will 
be $5.00 per column inch. 


Ads for the Opportunity Exchange should be type- 
written if possible and accompanied by the proper 
remittance. 


DISPLAY WORLD, Cincinnati 1, Ohio 





FOR SALE 


At one-tenth original cost 5- 
window Silvestri animated 
“Christmas Woodland Fan- 
tasy”. Can be seen in opera- 
tion after November 15th in 
Village Shopping Center, San 
Angelo, Texas. In excellent 
condition. Write— 


Village Shopping 
nter 


BOX 3008 
SAN ANGELO, TEXAS 








LINES WANTED 


Paper novelties, Specialties 
and other display accessories 
tor spring, Easter and summer 
sales 


by experienced repre- 


sentative serving Central 


States. 


Address Box 12CD 


Care of DISPLAY WORLD 

















SALESMEN WANTED 
Custom line metal merchandising 
units—Brass and Painted finishes— 
compact presentation—& x 10 color 
prints. State territory and experi 
ence, 

Address BOX 12AB 
Care of DISPLAY WORLD 








LINES WANTED—Detroit Manu 
facturers Representative opening 
showroom and sales office Jan. 1, 
1959. Can handle several non-con 
flicting lines. Please send informa 
tion and literature to P. O. BOX 
1234, Detroit 31, Mich. 








DO YOU MANUFACTURE OR IMPORT 
ANY ITEMS THAT CAN BE SOLD 
FOR DISPLAY > 


We will represent and promote your line in Greater New 
York City—Or all territories on a commission basis. 


We have been selling displays for over 30 years. 


Our staff of 5 salesmen sell to chain retailers—depart- 
ment and specialty stores—jobbers—free-lance trim- 
mers—liquor distributors—point of sales. 


We have a showroom in Manhattan—and warehouse 
and shipping facilities in Brooklyn, N. Y. 


When writing, please state in detail your items—and 
enclose any available brochures or other literature—also 
your facilities for production. 


DISPLAY REPRESENTATIVES COMPANY 
124 West 31st St., New York 1, N. Y. 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 














Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 


152 W. 25th St., New York 1, 
N. Y., Chelsea 3-1550 








WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 
cellent opportunity ; permanent position. Write or phone: 


WOLF & VINE, INC. 


225 S. Los Angeles St. 


Phone MAdison 6-4737 


Los Angeles 12, Calif. 
os Angeles ali 54737, 








WANTED — DISPLAY DESIGNER 
capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
and attractive position. Write or phone: WOLF & VINE, INC., 
225 S. Los Angeles St., Los Angeles 12, Calif. 


Phone: MAdison 











WANTED 


We have an opening for a 
young man with ideas who is 
now an assistant to a _ top 
men’s wear displayman. If you 
are eager and ambitious this 
is an excellent opportunity for 
a permanent position with a 
growing display conscious 
men’s store. The right man can 
be assured of steady advance- 
ment. Write giving full quali- 
fications to— 


Address Box 12BC 


Care of DISPLAY WORLD 








DISPLAY MEN 


Qualified men needed in all sections of the country. We place 
more display men than any other office. Send complete resume 
and advise concerning salary requirements. No charge to appli- 
cant at any time. Present position fully protected. 


MONARCH PERSONNEL 


Serving the retail field since 1945 


ROBERT L. MOORE 


General Manager Retail 
28 EAST JACKSON BLVD., CHICAGO 4, ILL. 


LOOKING FOR A _ LIVE-WIRE 
DISTRIBUTION? We're A-!1 on 


credit, occupy our own building, 
advertise extensively, have 35,000 
active accounts and serve ot 
all Display Jobbers in U.S.A. Send 
complete information attn., J. G 
Reaney Red Wing Products, New 


Hyde Park, N. Y. 














ADDITIONAL 
OPPORTUNITY 
EXCHANGE ADS 
WILL BE FOUND 
ON PAGE 9% 
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LINES WANTED 


Manufacturers Representative 











SALESMEN WANTED Business For Sale 











: : ‘ : ‘ ae » etaee tint: a FA ; oe 
Basic producer begins direct selling program in Profitable glass tinting bust covering California, Oregon, 
ale 1 fol; bl ness for sale, with franchise Washington can use Top 
ural follaage —— complete assembly — tree for SUN-X, the best brand. Decorative Line for dept. 

, . >. ep ene - va . ‘3 . 
branches by the dozen and exterior displays. Rapidly expanding with won- stores and specialty shops. 
is derful future. Can net about Also mannequin and form line. 
All territories open. $17,000 first year. Investment Principals only, no jobber 
$7,000.00. Owner must sell due lines please. Must be members 





SEASONAL DISPLAY & ART MFG. CO. ath eryesligtens ccookai N.A.D.L 


BAYVILLE, N. J. Address Box 12FG Marvin Grant 


Telephone: Toms River 8-2162 Care of DISPLAY WORLD 115 New Montgomery Street 
. | San Francisco, Calif. 








































mt re ong a ss PRINTASIGN USE THE OPPORTUNITY EXCHANGE FOR 
foliage and accessories. No obj. to ® POSITIONS VACANT ® LINES WANTED ; 
ae conflicting lines Write stating era eee py dj WaPROO ® POSITIONS WANTED ® USED MATERIAL 4 
: we eee saragy | xceiient Condition. e JOBBERS WANTED ® FOR SALE , 
pees ~~“ Seppeeeeeres Address Box 12 EF Only $5.00 per Column Inch, remittance with order. 

Care of DISPLAY WORLD Care of DISPLAY WORLD Forms close on 5th of month. 4 




























Vanguard Names speakers to add to the suspense of the resigned from a similar position at B. 
Hirschberger moment. Altman of the same city, which position 
In actuality, radio “beep” signals are be- he has held for many years. It is re- 
hind the controlling of the new lighting ported that Anton Heller has been ap- 
system. The signals emanate from a master pointed display director to succeed Mr 
York City buying office for women’s wear. control transmitter which has connected to Villela at Altman's. 
His duties include editing a monthly bulle- “ os apie Orsi — = npn ‘acne 
io Bh the i Ls maine ae wee Xadio receiving sets located at the base ot Fer” 
n saaathod tea rare S eaene as eae each pole pick up the signals, decode them ag Bulbs ” Lignt 
' 1 ) and amplify them to control the lights. Thus GE's Christmas Display 
soem ic automatically turning the Tights on at dusk» Displaymen on their way back from 
: eas : December Market Week will find it worth 
New State Street Lights and turning them all off at dawn. their time to stop in Cleveland, Ohio, and 
These new fluorescent lamps will produce 
about four times as much illumination as the 
1926 fixtures they replaced 





Fred Hirschberger, free lance display con- 
sultant, has accepted the post of display 
consultant for Vanguard Associates, a New 

















see the gleaming 25th Christmas Lighting 
display at General Electric's Nela Park 
One of the highlights of this traditional! 
spectacular will be the world’s tallest man- 


President Eisenhower pressed a gold tele- 
graph key from the White House and Chi- 
cagos tamed State street became the bright- 
est avenue in the world. This happened at 















































9:04 p.m. Thursday, November 13, as a Villela Heads Display made Christmas tree, 100 feet high. The 
crowd of 250,000 thronged along the shop- For Sloane's Division extensive display will be turned on officially 
ping center between Lake and Van Buren Louis Villela has assumed the position on December 6 and will continue nightly 
streets. A recorded radio signal from Amer- of display director for W & J Sloane _ until midnight (1 a.m. on Saturdays) throug! 
icas Vanguard satellite beeped from loud- Eastern Division, New York City, having January 3. 
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Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 
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Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon . . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 


[aves TIGATE 
BEFORE YOU 
INVEST 


1456 MERCHANDISE MART, CHICAGO 54, ILLINOIS 











ALSO INCLUDING ..... 


e CRUISE 
e VALENTINE 
e MOTHERS DAY 
e SUMMER AND OTHER PROMOTIONS | 
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